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Introduction 


Objectives  The  overall  purpose  of  the  proposed  study  is  to  research  industry  best 

practices  in  the  provision  of  customer  education  (documentation  and 
training)  to  IT  &ad  users. 

B  

Scope  The  geographical  focus  of  the  study  will  be  Western  Em-ope,  with  par- 

tiCQkr^]^^^  (XI  die  majcr  cmuttry  nsarloets  of  FraiKX,  Gemiany  mi 
^  United  KingckMn. 

The  original  vendor  focus  of  the  study  was  competitive  IT  suppliers  who 
share  the  Mkmmg  fondan^ntal  diaI^kcteristics  widi  Rai^  Xerox: 

•  Multinational  IT  corporations  with  a  US  parent. 

•  Cttstcffia^  education  activities  managed  or  coKsdinated  to  scHne  degree 
at  an  tnteniati<»ial  level. 

•  PiodiK^: 

-  Targeted  at  support,  professional,  and  managerial  populations  in  an 
office  environment,  rather  than  at  programmers. 

-  Constantly  evolving,  requiring  iqidates,  upgrades  to  user  sldlls  as  well 
as  to  the  product. 

-  Installed  wi&k  an  expectaticm  for  a  rdatively  siuxt  iastaXL  Me. 

•  Manufacturer  supplies  product  training  and  documentation  to  end  users. 
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•  Atleatt8C«iecustx)merediicaiti(m<^ered(ma 

•  Muuiijictiaier  lavcdved  in  U  least  some  cmbamet  edhicaticm  meeting 
acdvitws. 

In  the  course  of  the  study  it  was  necessary  to  relax  these  definitions  in 
Older tEitt^eve^^^edauiiiber of v^dcx-p^^  Votessm^ 
KC^AK,  who  would  have  been  appfx^riate  for  UK;k»(m,  reused  to 
parttdpate  in  the  study. 

Om^anies  i»t^ed  in  ^  le^arch  were: 

•  Hewlett-Packard 

•  DataGenml 

•  Unisys 

•  Apple 

•  Canon 

The  study  focus  is  defined  by  the  following  questions  (compiled  by  Rank 
Xerox)  concerning  the  development,  delivery  and  marketing  of  customer 
education: 

1.  Devdi^inrat 

•  tfow  early  in  the  prodi^tdi^jpi  pioce^  Is  &e  oisttiffiwr  educatiim 
functioa  ^gaged? 

•  Who  makes  human  factors  product  learning  decisicwis  regarding  user 
interface,  CHi-Hne  help  aiMi  cm-line  tutorials? 

•  Who  makes  end-user  documentation/traimng  decisions? 

•  Are  do<aiinentili«i  and  classnxan  materials  pxxiiiced  by  tl»  mac 
devdqxnoQt  commonity? 

•  Am  diere  sttategic  and  design  synergies  mumgm-btmd  kaming  (on- 
Unefaelp),  documentatiim  (q)erator  reference  guide)  and  classrocKn 
matoids  (wcokst^cm  met  seminar)? 

•  Are  customers  inwlved  in  the  docummitMioa^mning  dbwdk]|^am»t 
processes?  If  so,  how  are  their  requirements  collected?  If  not,  how  is 
their  later  feedback  reflected  in  updates/revisions? 

•  Are  individual  Eiu"opean  country  training  operations  involved  in  ^ 
development  process?  If  so,  how?  If  ncrt,  how  are  their  requuements 
taken  into  account? 
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•  Are  materials  developed  for  all  European  operations  by  a  central 
group?  Is  so,  where  is  translation  done?  If  not,  how  do  the  individual 
countries  accomplish  this  development? 

2.  ]>di¥^ 

•  1s9l  i&^sSia&kn  nuuie  beiwe^  "shipped  with  produet"  cimma  materi- 
als and  other  available  end-user  matorial  such  as  tmmi§  cksses  or 
advimcedA^tkHial  documentation? 

for  training  devek^Hnent? 

•  Are  intexmi  and  external  training  seen  as  synergistic?  How  is  this 
fleeted    training  delivery  (i.e.,  mixed  classes  of  sate^p^ple  and 
customers,  Glared  training  facilities  for  staff  and  cv^^omer  training, 
etc.)? 

•  Is  training  made  availatde  to  &id  usos  thrwighout  Bmi^l  How  and 
whore? 

•  Is  cusKxno'trainiogddivsy  a  fiPC^taUe  badness? 

•  Is  there  a  dedicated  population  of  customer  trainers?  Is  so,  what  is  their 
background  and  skill  set?  If  not,  who  is  cro^-trained  to  p^orm  tins 
fiuK^i^  and  what  cbes  the  cross-training  condst  of? 

3.  Marketing 

•  Is  customer  training  seen  by  the  manufacturo"  as  primarily  a  product 
siq>port  business  enabler  or  as  a  business  in  its  own  right? 

•  Is  custcmiH' traimng  activdy  BMttketed  tt>  Old  users?  How? 

•  Does  the  sales  force  sell  customer  training  as  part  of  the  sale? 

•  Is  customer  education  marketed  as  part  of  a  largo'  "suite"  ^  sovices? 
If  so,  what  odior  services  ait  invt^ved? 

•  Does  cusumier^ucaticm  have  its  own  a(hrotidngiu)dptn»notio^ 
programmes?  If  not,  how  do  they  "pigg^iack"  c»  other  mailcjetmg 
activities?  If  so,  who  manages  diis? 

•  Is  marketing  support  for  the  function  foovided  from  IHQ?  If  so,  in 
wlmtform?  If  whoedoesdiissiqi^x]rtc(xiie£rc»n? 
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Who  has  responsibility  for  setting  revenue  targets,  tracking  quaU^  and 
measuiing  profitability  at  the  country  and  the  IHQ  level? 


Methodology 


D 


The  specific  research  objective  was  to  develop  five  detailed  assessments 
of  compedtive  practice.  INPUT  employed  a  consultant  to  undertake 
tmt  ^am^Aifm  m  mmae  an  acemate  tm^saimt  of  tedus^  practice 
and  probing  of  the  issues  being  addressed.  Interviews  were  essentially 
carried  out  on  a  face-to-face  basis  with  some  use  of  telephone  follow-iq> 
to  supplement  the  information-gathering  process.  The  information 
dmveA  fysmlS^  mmadk  pmem  was  nmtt^    iniui  agreed  fcmm  as 
presented  in  the  document.  The  Rank  Xerox  profile  was  provided  by 
Robert  Richard,  Rank  Xearox  headquarters'  Manager  of  Customer  Educa- 
tion. 


Report  Structure 


The  remaining  chapters  of  this  report  are  organised  as  follows: 

•  Chapter  n  is  an  Executive  Overview  which  provides,  in  the  form  of 
conqiarative  tables,  a  comprehensive  review  of  the  research  materiaL 

fcsmat  wMdhi  k  shown  in  ExkUt  M. 
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EXHIBIT  H 


Company  Profile  Format 


1. 

Background 

1 .1 

business  oByfiioni. 

1  .Z 

1  raining  rurpose. 

1 .0 

1  raining  uoorainaiion. 

1.4 

1  raining  nssponsioiiiiy. 

1.0 

2. 

U^fmOpniWH  Of  ulo  1  rwiUng  riOOLAA. 

2.1 

Timing  of  Training  Involvement. 

2.2 

Hunwi  FacM  PNIosophy. 

2.3 

Us^  Dooimentation. 

2.4 

Training  Materials. 

MHIBilal  1  ranSlallon. 

VVilUiiy  Oldl lUdiUloclLIUI  1. 

C.I 

txcnange  oi  Maieriais. 

9  ft 

luPWrRWy  VWiBigBlwIltwlg  Hi  r K^latmi^l  Uf  Mal9iKU9< 

9  O 

9  in 

MoOla  t^SQ  TOT  1  rcUriiny  MoloriaiS. 

3. 

Training  Delivery. 

3.1 

RdlaHon^p  between  Deveiopefs  and  Trainers. 

3.2 

Availability  of  User  Training. 

o.o 

1  raining  Locaiions. 

DdL/lNyiUUIIU  Ul  llcUIIClo. 

o.o 

1  rainer  i  raining. 

1 1t 

imernai  ana  cxiernai  iraiitiny. 

3.7 

Mater^  SNpped  with  Products. 

3.8 

User  Trauning  As  a  ProTrt  Centre. 

4. 

Marketing  of  Training. 

4.1 

Traktfang  as  a  Discr^e  Business. 

4.2 

Marksflng  and  Advertising. 

4.3 

Marketing  Budget. 

4.4 

Marketing  Support. 

4.5 

Monitoring  Training  Quality. 
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Executive  Overview 


The  Executive  Overview  consists  of  a  set  of  comparative  tables 
which  highlight  in  bullet  form  the  key  points  from  the  vendor 
profiles  researched  for  this  study.  Tbm^  tMss  ic^^  tbe  fennat 
siimm  ia  ExidUt  l-h  whidi  mm  the  flawing  bssic  i^ructure: 

•  Company  Background 

•  Devel(^tnent  d     Traiiimg  Product 

•  Training  Delivery 

•  Marketing  of  Training 
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Background— Business  Segment  (1.1) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Diverse  product  range 

•  Segmented  by  division 

•  Turnover  $1 2  biltton 

•  Employs  95,000  worldwide 

•  Computer  company 

•  Own  sales  force 

•  Turnover  $1 .3  t^tfion 

•  Employs  9,000  worldwide 

•  Computer  comfMany 

•  Own  sales  force 

•  Turnover  $9.4  trillion 

•  Employs  85,000  worldwide 

APPLE 

CANON 

RANK  XEROX 

•  Desktop  computer  company 

•  Dealer  sales  channel 

•  Turnover  $5  billion 

•  Employs  1 1 .500  worldwide 

•  Copiers  and  office  products 

•  Segmented  by  division 

•  Turnover  $9.8  billion 

•  Employs  42,000  worldwide 

•  Rank  Xerox  is  European  arm 
of  Xerox  Corporation 

•  Office  products  (copiers/ 
duplicators  and  office  systems) 

•  Tumover$17.6  billion 

•  1 1 1 ,400  employees  worldwide 

Background— Thifning  Purpose  (1 .2) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  User  training  on  HP  product 

•  User  trainifig  on  DG  pfoduds 

•  Somfi  enainfier  trainina 

foreu^mers 

•  Us9r  training  on  Unisys 

•  Offers  limited  trainino  on  the 
other  topics 

APPLE 

CANON 

RANK  XEROX 

•  Cu^omors  trained  by  deai^ 

•  Apple  trains  customers 
only  rarely 

•  User  training  on  «>py 

•  No  training  philosophy 

•  Fragmented  procedures 

•  Customer  satisMion 

•  Customer  self-sufficiency 

•  Revenue 

Background — Training  Coordination  (1.3) 


HeVLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  No  odfitfaKsed  European 
trainirig  group 

•  European  customer 
•ducation  manager  in  Qanava 

•  Each  division  develops 
traNilr^ 

•  No  centralised  European 
training 

•  U.S.A.  develops  most  training 

•  European  countries  liaise 
dir«^withU.S. 

•  Eurqp^ui  tndning 
coordimrted  from  U.K 

•  U.S.A.  group  develops  all 
training  materials 

•  U.S.  group  consists  of  200 
training  staff 

APPLE 

CANON 

RANK  XEROX 

•  No  European  HQ 
coordination 

•  Centraiised  in  U.S.A. 

•  U.S.A.  develops  initial  dealer 
training 

•  No  centralised  training 
anywhere 

•  Training  managers  part  of 
marketing 

•  No  development  of 
training  materials 

•  European  coordination 
from  HQ  in  Marlow,  U.K. 

•  Liaison  with  local  customer 
education  managers 

•  \Mson  wflth  U.S.-based 
development  community 

Bacl^rcHiiKl— Thiining  Responsibility  (1.4) 


HEWLETT-PACKARD 

OATA®ENERAL 

UNISYS 

•  Major  branches  haw 
training  niaf^ers 

•  SmaH  oountflo$  grouped 

•  Training  departments 
sofii^ufate 

•  Im^  branches  have 
traifiifig  nfianagers 

tiiMf^  combined 

•  European  branches  have 
training  managers 

•  DoMKnetoU.K.HQ 

APPLE 

CANON 

RANK  XEROX 

•  All  branches  have  dealer 
training  managers 

•  Large  branches  separate 
training  departments 

•  No  official  training 
managers 

•  Each  region  seiaarate 

•  Trsuning  is  marketing 
support  activity 

•  Documentation 
responsibility 

•  Classroom  materials 
developed  by  each  country 

Background— TValning  Managers  (1 .5) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Training  managers  by 
product  sector 

•  No  fraining  me^ngs 

•  SEED  group  development 

•  Seven  customer  training 
managers  in  Europe 

•  Annual  trstf  ning  me^ngs 

•  Informal  network 

•  1 5  training  managers 
in  Europe 

•  Are  {lining  training 
meetings 

•  Recognised  need  to 
cooixSnafee  European 
recpiipsnfients 

APPLE 

CANON 

RANK  XEROX 

•  Approximately  20  dealer 
training  managers  in  Europe 

•  Quarterly  training  meetings 

•  No  customer  training 
managers 

•  No  training  meetings 

•  No  worldwide  customer 
training  responsibility 

•  European  coordination 
from  HQ  in  Mario w,  U.K. 

•  Loc^l  European  cixintry 
customer  training  managers 

Development  of  the  Training  Product— Timing  (2.1) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Involvod  at  pruduct 

•  Training  part  of  product 
davetopmant  sign-off 

•  Alpha  and  beta  testing  of 
training  materials 

•  Involvad  at  product  design 

•  Training  is  designed 
witMn  overaN  support 

•  Involved  at  product  design 

•  Tralnirig  part  of  product 
de^n 

APPLE 

CANON 

RANK  XEROX 

•  Training  involved  at 
product  design  stage 

•  U.S.  training  group  only 

•  No  involvement  of  training 
during  product  development 

•  Training  occurs  close  to 
launch 

•  Timing  of  training 
involvement 

•  Earlier  involvement  at 
product  development  stage 

•  European  involvement  too 
late  to  affect  development 

Development  of  the  Training  Product— Human  Factors  Philosophy  (2.2) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  No  overall  poKcy 

•  Division-dependant 

•  Training  department 
involved  with  Ui  des^n 

•  Training  department 
involved  in  dooimentettion 

•  All  user-related  functions 
report  together 

•  Early  training  invoivemnt 
ensures  HF  coordination 

•  Product-dependent 

APPLE 

CANON 

RANK  XEROX 

•  Incorporate  leau'ning  tools 
In  system 

•  Product  development 
responsible 

•  Published  standards 

•  No  apparent  policy 

•  Controlled  by  Japan 

•  Documented  standards  for 
human  factors  philosophy 

•  Not  integrated  with  other 
customer  training  functions 

Development  of  the  Training  Product— User  Documentation  (2.3) 


HEWUETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Written  by  product 
development  with  trainir^ 
support 

•  No  customer  invoh^ment 
before  launch 

•  Written  by  (tev^pimnt 
team 

•  No  cu^omer  involvement 

•  Written  by  product 
development 

•  No  customer  involvement 

APPLE 

CANON 

RANK  XEROX 

•  Written  by  product 
development 

•  No  training  involvement 

•  Perceived  to  lade  synergy 

•  Written  by  product 
development 

•  No  branch  office 
involvement 

•  No  customer  involvement 

•  Multinational  documentation 
standards  for  vocabulary  and  fonnat 

•  Local  supplementary 
materials  not  standardised 

•  Customer  involvement  in 
user  tests  before  launch 

Development  of  the  Training  Product — Training  Materials  (2.4) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Developed  lay  each  division 

•  Come  from  various  countries 

•  Reproduced  in  U.S.A. 

•  High  use  of  U.S.  frarterial 
in  Europe 

•  Developed  in  U.S.A. 

•  Low  use  of  U.S.  nnalerial  in 
Europe 

•  Large  countries  re-use  more 
than  small  ones 

•  Developed  centrally  in  U.S.A. 

•  Recognise  need  to  input 
European  requirement 

APPLE 

CANON 

RANK  XEROX 

•  Dealer  training  mainly  in  U.S.A. 

•  Some  local  preparation 

•  Software  shells  and  scripts 
made  available 

•  No  formal  materials 
developed 

•  Train  from  user  manuals 

•  Trainer  may  develop  own 
materials 

•  No  multinational  supplier 
of  (^ssroom  mslefiate 

•  Each  country  creates  own 
classroom  materials 

•  Exception:  copier/duplicator 
training  materials  are 
multinational 

Devoiopment  of  ttie  lYaining  Product— Material  IVanslation  (2  J) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNtSYS 

•  Nocon&^sdtfttfistertiofis 

•  All  performed  by  branches 

•  Variai:^  time  to  trar^loto 

•  U.S.-based  translation 
available 

•  Some  perfomied  brandtms 

•  No  central  translation 

•  All  performed  tiy  branches 

•  Some  used  in  English 

APPLE 

CANON 

RANK  XEROX 

•  No  central  translation 

•  All  perfonmed  by  branches 

•  Some  cooperation  among 
common  languages 

•  Central  translation  of 
doaimentation 

•  None  performed  in  branches 

•  Centralised  translation 
services  avaitabfe 

•  Automated  translation 
systems  used 

Development  of  the  Training  Product— Writing  Standardisation  (2.6) 


HEWI^TT-PACKARD 

DATA  GENERAL 

UNISYS 

•  No  written  standards 

•  No  written  standarcte 

•  Written  standards  in  U.S. 

♦  Trainers  receive  skills  training 

•  Standard  vocabulary 

•  Now  developing  European 
stancterds 

APPLE 

CANON 

RANK  XEROX 

•  Localisation  of  standards 

•  No  woridwide  standards 

•  No  written  standards 
known 

•  Corporatewide  design 
standards 

•  Multinational  documentation 
standards 

Development  of  the  Training  Product— €xcliange  of  Materials  ^7) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  No  local  exchange 

•  No  formal  exdtanges 

•  Some  by  computer  link 

•  No  local  exchar^  within 
Europe 

APPLE 

CANON 

RANK  XEROX 

•  Local  exchange  encouraged 

•  Use  of  product  fairs 

•  No  local  exchange 

•  No  formal  mechanism  for 
sharing  materials 

•  European  HQ  acts  as  liaison 
for  informal  sharing  of  material 

Development  of  the  Training  Product — 
Country  Considerations  in  Preparation  of  Materials  (2.8) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  No  country  considdration 

•  Text  files  for  modification 

•  No  ct^tomteflion  servioes 

•  No  inclMdyB}  country 
considdfation  given  by  U.S. 

•  %)edal  fee-based 
devotopment  a^tfiabie 

•  No  European  consideration 
given 

•  Recognise  need  lor  ftirmal 
Eunipeiufi  prooe^ 

APPLE 

CANON 

RANK  XEROX 

•  U.S.  dominant 

•  Local  needs  considered 

•  International  training 
liaison  personnel 

•  No  country  consideration 

•  High  use  of  graphics 

•  Text  kept  minimal 

•  U.S.  considerations 
predominate  for  all  materials 

•  Documentation  obliged  to  be 
multinational 

•  Classroom  materials  for 
local  use  only 

Devolopmdnt  of  the  Trainli^  Product— Customer  FMback  on  Documentation  (2^) 


>«mJETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Commofit  shdets  in  manual 

•  Low  return  rate 

•  Comment  shee^  avattedoie 

•  Little  used  (5%  returned) 

•  Sales/support  staff  feedback 

•  Comment  sheets  within 
documentation 

•  Infomfial  feodback 

APPLE 

CANON 

RANK  XEROX 

•  Feedback  via  dealers 

•  Local  documentation 
produced 

•  International  liaison 
personnel 

•  No  feedback  sheets  in 
dooimentatlon 

•  Informal  feedback  process 

•  Feedback  sheets  in  manuals 

•  Supplemented  by  focus 
groups,  customer  surveys 

Development  of  the  Training  Product — 
Media  Used  for  Training  Materials  (2.10) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  All  media  used  (video,  CD) 

•  User-  and  product-specific 

•  Most  media  used 
(intoractive  video,  CD  ROM) 

•  Own  production  facility 

•  Most  media  used 

•  CD  ROM  used  internally 
only 

APPLE 

CANON 

RANK  XEROX 

•  Most  media  used 

•  CD  ROM  and  CD  audio  used 

•  Operator  manuals  only 

•  Occasional  handouts 

•  "Paper  and  pencil"  standard 
classroom  media 

•  No  CD  ROM  or  interactive 

video  yet 

Thrilling  Delivery— Raiatkmship  between  Developers  and  Trainers  (3.1) 


HEWUETT-PACXARD 

DATA  GENERAL 

UNISYS 

•  De^Ci^  trainors  prtforred 

•  Developers  train  on  highly 
techniCiri  topics 

•  Trainers  are  (tovslopers 

•  Not  all  trainers  develop 

•  Trainors  train 

•  Developers  develop 

APPLE 

CANON 

RANK  XEROX 

•  Developers  do  not  train 

•  Heavy  reiranct  on  third- 
party  trainers 

•  Trainers  are  developers 

•  No  formal  course 
deveiopnrent  exists 

•  Relationship  between 
developers  and  trainers 

•  U.S.  separates  training 
developers  and  trainer  roles 

•  Europe  usually  combines  roles 

Training  Delivery — Availability  of  User  Training  (3.2) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Mainty  from  HP 

•  Move  towards  dealers  (HP 
certifiecl  Education  Centre) 

•  Avatlabte  worldwide 

•  Third  parties  used  for  less 
than  10% 

•  Available  worldwide  for 
all  products 

•  All  Unisys  controlled 

APPLE 

CANON 

RANK  XEROX 

•  Available  worldwide 

•  Only  from  authorised  dealers 

•  Unlimited  user  training 
available 

•  Some  from  Canon,  some  from 
dealers 

•  Informal,  free  training  only 

•  Available  throughout 
Europe  for  basics 

•  Advanced  courses  more 

limited 

•  No  authorised  dealers  for 
user  training 

Training  Delivery— Training  Locations  (3.3) 


HEWLETT-PACKARD 

PATA0ENERAL 

UNISYS 

•  75%  HP  locations 

•  Can  customise  on  site 

•  HP  rmrintains  control 

•  Mainly  DG  site 

•  Little  customer  site 

•  Flexible  loci^ns 

•  Customised,  on-site  available 

APPLE 

CANON 

RANK  XEROX 

•  Most  at  dealer  premises 

•  Some  at  customer  sKe 

•  95%  customer  site 

•  Can  be  done  tn>house 

•  No  dedicated  facilities 

•  Customer  site 

•  Rank  Xerox  site 

Training  Delivery— Background  of  Trainers  (3.4) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Dedicated  roles 

•  K^nly  tntemal  i^ff 

•  SeGondffwnt  programm 

11  will  nviu 

•  Dedicated  trainers 

•  Technical  or  training 
backgrounds 

•  Dedicated  customer  trainers 

•  Technical  or  support 
background 

APPLE 

CANON 

RANK  XEROX 

•  Use  freelancd  trsdners 

•  Specialists  or  ex-employees 

•  No  dodicateci  trainers 

•  Varied  background 

•  Majority  of  sales,  support 

•  Some  with  education/ 
training  quaiificaMons 

lYaining  Delivery— Trainer  Training  (3.5) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Rooeive  gensric  skills  training 

•  Held  in  U.S.  and  Europe 

•  Local  language  possible 

•  At  European  training  centre 

•  20  staff  to  train  the  trainers 

APPLE 

CANON 

RANK  XEROX 

•  Train-the-trainers  conducted 
by  Apple 

•  Dealers  pay 

•  Special  fund  for  cost  recovery 

•  Conducted  informally 

•  Generic  skills  training 

•  Local  responsibility 

•  New  product  "Train  the 
Trainers"  from  European  HQ 

Training  Deliveiy— Internal  and  External  Training  (3.6) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNrSYS 

•  Mixing  encouraged 

•  Mixing  ofintemal/extemal 
occurs  on  prodiK^  courses 

•  Mo^  maSf  courses  internal 
staff  only 

•  Mixing  not  encouraged 

•  Customer  has  priority 

APPLE 

CANON 

RANK  XEROX 

•  No  mixing  occurs 

•  Different  oisjectives 

•  Similar  materials  used 

•  informal  mixing  tal^es  place 

•  Sales,  customer  and  trainers 

•  Excess  customer  classroom 
capacity  often  used  by 
Rank  Xerox  staff 

•  Customers  do  not  attend 
intemai  courses 

Training  DeUveiy'-4yiatorial8  Shipped  witii  Products  (3.7) 


HBAfLETT-PAGKARD 

DATA  GENERAL 

UNISYS 

•  Matoriids  part  of  product 

•  Can  be  unbundled 

•  Self-trainir^  possibte 

•  Training  not  shipped  as 
standard 

•  Sales  sometimes  arranges 
to  ship 

•  Additional  documentation/ 
training  sold 

•  No  training  materials 
shipped  with  product 

•  Training  considered 
chargeable  "extra" 

APPLE 

CANON 

RANK  XEROX 

•  No  training  materials 
shipped 

•  Training  embodied  in  manuals 

•  Operator's  manual  only 

•  Documentation  shipped  with 
product 

•  Additional  materials 
chargeable 

TVaining  Delivery— User  Training  as  a  Profit  Centre  (3.8) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Profit  centre 

•  Makes  reasonable  profit 

•  Profit  centre 

•  Makes  a  marginal  profit 

•  Training  price  "iMJndled" 
with  profit 

•  Profit  centre 

•  Makes  a  profit 

APPLE 

CANON 

RANK  XEROX 

•  Not  profitable  for  HQ 

•  30-35%  of  cost  recovered 

•  Head  office  funds  development 

•  Pure  cost  centre 

•  Marketing  cost  of  sales 

•  Customer  training  Is  a 
profit  centre 

•  May  be  combined  with  other 
support  services 

•  Revenue  targets  agreed 
locally 

Marketing  of  IVaining— TYainIng  as  a  Discrete  Business  (4.1) 


HEWlfTT-PAGKARD 

DATA  GENERAL 

UNISYS 

•  Is  a  discrete  business 

offerings 

•  Revenue  targets  agreed 
with  HQ 

•  Is  a  discrete  business 

•  RcnioniiA  iame&tt  not 

•  nowiiuv  Mifyoto  sot 

•  No  profit  migets  set 

•  Is  a  discrete  business 

•  R^mnue  ^rg^  agreed 
with  European  HQ 

APPLE 

CANON 

RANK  XEROX 

•  Not  considered  a  business 

Dy  Apple 

•  It  is  a  business  for  the 
dealers 

•  Is  not  a  business 

•  No  revenue  generated 

•  Mg^  be  di»;rete  business 

•  May  be  part  of  overall 
support  business 

•  May  be  a  subsidiary 

Marketing  of  Training— Marketing  and  Advertising  (4.2) 
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HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  All  staff  kept  aware 

•  No  direct  sales  force 
for  training 

•  Marketed  as  a  sold  servtoe 

•  Normally  sold  within 
system  sale 

•  No  separate  trsdning 
advertising 

•  Ail  staff  rasponsibid  for 
selling  training 

•  Some  direct  marketing 

•  No  advertising 

APPLE 

CANON 

RANK  XEROX 

•  Training  t)ootdet  produced 

•  Use  telesales 

•  Electronic  marketing 

•  No  formal  training 
programme 

•  Nothing  to  advertise 

•  Local  responsibility 

•  Direct  customer  contact 
preferred 

•  Some  direct  mail,  trade 
advertising  used 

2 
■o 


Marketing  of  Thiining— Marketing  Budget  (4.3) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Use  mark»tifig  budget 

•  Also  has  own  budget 

•  No  separate  martoMbig 
budget  for  training 

•  Has  own  marketing  budget 

APPLE 

CANON 

RANK  XEROX 

•  Training  marketing  budget 

•  Joint  campaigns  with  dealers 

•  30%  of  latest  material 
dedicated  to  training 

•  No  budget 

•  Locally  arranged 

Marketing  of  Thiining— Marketing  Support  (4.4) 


HEWLETT-PACKARD 

DATA  GENERAL 

UNISYS 

•  Central  support 

•  Full-time  education  rep 

•  No  central  European  support 

•  U.S.  support  for  training 
(brochures,  etc.) 

•  Central  European  support 

•  U.S.  support  to  European  HQ 

APPLE 

CANON 

RANK  XEROX 

•  Support  from  local  offices 

•  U.S.  support  for  materials 

•  No  European  HQ  for  training 

•  No  marketing  support 

•  Usually  provided  part-time 
by  customer  training  staff 

•  Secondary  support  from 
field  sales 

Marketing  of  Training-Monitoring  Training  Quality  (4.5) 


HEWUETT-PACKARD 

DATA  GENERAL 

•  Users  training  quality 
malilx 

•  CXJRfomfi 

•  Central  U.S.  analysis 

•  Quarteriy  reporting 

•  Standard  questionnsdre  at 
course  end 

•  Ca\9MxM.  after  tiiree  monttis 

•  External  market  research 

•  Standard  questionnaire 

•  Callback  planned 

APPLE 

CANON 

RANK  XEROX 

•  No  centralised  user  training 
quality  monitoring 

•  Standard  questionnaire 

•  Local  analysis  by  computer 

•  No  official  feedback 

•  Informal  via  PR  visits 

•  End-of-course  evaluations 

•  60  -  90  day  follow-up  activity 

amaUBR  &mmM^4vm}mcM.  tsao  input 
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Company  Profiles 


This  chapter  contains  the  complete  con^p^y  profiles  in  the  standard 
format  shown  in  Exhibit  III-l,  including  the  profile  provided  by  Rank 
Xerox  for  comparison  and  completeness.  The  profiles  are  provided  in  the 
following  Ofdo*. 

•  Hewlett-Packard 

•  DataCknoal 

•  Unisys 

•  Apple 

•  Canon 

•  RankXeiox 
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INPUT 


A  

HEWLETT-  1.  BACKGROIJND. 

PACKARD  PROFILE 

1.1  BUSINESS  SEGMENT. 

•  Diverse  product  range 

•  Segmented  by  division 

•  Emidoy  9S,000  woridwide 

Hewlett-Packard  is  a  diverse  organisation  whose  products  range  from 

held  calculators  and  digital  oscilloscopes.  The  cBfferent  divisions  of 
Hewlett-Packard  use  various  distribution  meflK>ds  including  their  own 
sales  forces,  dealer  networks  and  retail  outlets.  With  corp<»ate  headquar- 
ters in  Palo  Alto,  CaMxim,  USA,  the  turnover  ctf  Hewtett-Padoad  is 
around  $  12  billion  per  annum  (1989)  imd  the  c<Hiq>any  etag^ys  m&[ 
95,000  staff  worldwide. 

U  TRABWiG  PURPOSE. 

•  User  training  on  HP  product 

•  Ctffer  generic  education 

Gistomer  training  in  Hewlett-Packard  is  primarily  to  educate  users  in  the 
use  of  HP  products,  but  other  training  in  genaic  subjects  such  as  net- 
wcxkiag,  project  management  or  specific  software  languages  is  offered. 
Although  100%  of  training  on  Hewlett-Packard  products  is  performed  by 
Hewlett-Packard  staff,  outside  partners  are  used  for  development  and 
delivwy  ci  a&tot  g<»iedc  training.  Engineering  training  is  not  offered  as 
standard  in  Europe,  but  this  topic  is  very  popular  in  the  USA,  especially 
on  the  personal  computer  range.  ScHne  Evaopem  customers  attend  engi- 
neering classes  in  the  USA. 

13  TRAINING  COORDINATION. 

•  No  centralised  European  training  group 

•  European  customer  education  manage  in  Geneva 

•  Eadi  divi^oa  develops  training 

NDloiexQational  training  department  exists  in  Europe,  although  a  Euro- 
petmwttSsneT  education  manager  is  based  in  Gi^eva.  This  role,  in 
COBBmon  with  all  the  other  training  manager  roles,  is  purely  business 
oricMtted  and  does  not  become  involved  with  training  development.  It 
siKKili    poised  G&t  ibat  no  cratral  miining  development  exists  at  all  in 
Hewlett-Packard  except  for  a  support  group  in  the  USA  which  has  ap- 
proximately 20  people  responsible  for  training.  The  policy  is  that  which- 
evCT  ^visicm  develops  a  prod^  also  4ev!db^  ttie  tra^g.  TMs  b^ds 
tnw  no  OH^er  i^oe  in  the  wchM  die  divisicm  is  \moA.  Each  diviaott  has 
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INPUT 


a  mission  statement  for  each  product  and  the  only  time  the  US  group, 
named  ASD  (Application  Support  Division),  becomes  involved  in  devel- 
oping training  is  where  a  division  has  no  clear-cut  responsibility  for  an 
ei^fepfOfbiet  An  example  of  this  would  be  UNIX  software  which 
emanates  from  more  than  one  divisicMi.  Training  tor  l3m  fooduct  would 
then  be  developed  by  ASD. 

1.4  TRAINING  RESPONSIBILrrY. 

•  Major  branches  have  training  managers 

•  T^ndyDang  dqiaitinaits  sqKifate 

Each  major  European  branch  has  its  own  training  manager  wto  tsflp^^- 
sible  for  customer  training  from  a  biffikiess  point  of  view.  Countries^ 
this  category  are  UK,  France,  Germany  and  Italy.  Smaller  countries  are 
bunched  together  in  what  appears  to  be  random  groupings.  For  example, 
BdgMxt  is  grouped  vn&k  somt  Scandinavian  coun^es.  latmisi  training 
wad  sides  and  marketing  training  are  handled  independently  of  customer 
training  and  of  each  other,  with  appropriate  management  for  each  func- 
tion. 

IS  TRAINING  MANAGERS. 

•  Training  managers  by  product  %^or 

•  No  training  meetings 

•  group  for  development 

Training  manago^  are,  as  pieviouidy  midined,  business  cwientated  ai^  do 
not  meet  officially.  A  group  called  SEED  (Shared  Educational  European 
Development)  does  meet  two  to  three  times  per  year  to  discuss  training 
development.  These  meetings  are  attended  by  the  main  training  develop- 
em  tma  Ae  diviskms  oiWtwliett-^PaidkM&  which  sm  Eioopean  based  wd 
have  similar  product  lines.  There  appears  to  be  no  connection  between 
major  sectors  of  the  organisation,  such  as  the  computer  or  medical. 
(Within  Hewim-Packard  a  sector,  such  as  computers,  wtt  lian^  many 
^^^i^ms,  Le.,  hsdware,  sof^are  and  networks.) 

2.  DEVELOPMENT  OF  THE  TRAINING  PRODUCT. 
2.1  TIAfING  OF  TRAINING  INVOLVEMENT. 

•  Involved  at  product  development 

•  '^lii^liiftc^pfoductdevelqp^aientiagn-ofif 

•  Al^radbetatei^ngc^ttainingm^erials 
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Dq)ending  on  the  division,  the  training  staff  will  get  involved  in  devd- 
ogmg  training  at  different  stages.  This  however  does  not  take  place 
before  final  design  has  been  agreed  upon  and  the  product  has  reached 
pilot  production.  Training  will  be  developed  in  stages  ttadi  is  part  of  the 
sign-off  for  market  release  of  a  product.  If  training  is  not  ready  by  release 
date,  then  a  signed  waiver  is  required  to  release  a  product  to  market.  In 
practice,  training  is  usually  ready  before  the  product  TYaii^g 
programmes  are  given  a  dry  run  against  internal  staff  before  an  alpha  test 
takes  place.  This  is  a  full  run  of  the  course  for  internal  staff.  A  beta  test, 
with  actual  customers,  then  takes  place  before  a  course  is  released. 

In  parallel  with  these  activities,  instructors  worldwide  are  involved  in 
desk  reviews  of  all  materials.  All  feedback  from  each  process  is  used  to 
refine  the  materials. 

2J.  HUMAN  FACTORS  PHILOSOPHY. 

•  No  owrall  policy 

•  Divi^on  (k^mfamt 

It  was  difficult  to  detomine  if  any  effort  is  made  to  ensure  synergy 
hetmtm  vsaimoihim,  dioammwiaa  and  traiiung  ma^ial,  as  each 
di^skm  operates  independently.  The  respondent's  impressitm  was  that  a 
syoex^  does  exist,  but  to  different  degrees  in  each  division. 

23  USER  DOCUMENTATION. 

•  Written  by  product  development  with  training  support 

•  No  castmner  hm^lvement  before  launch 

User  documentation  is  developed  by  the  divisional  development  groups, 
and  these  groups  include  what  are  called  Learning  Products  Staff  who 
as^      fte  Socmmmkm  and  mMng  bf  deciding  in  which  fonnat 
the  materials  will  be  presented.  Customers  do  not  get  involved  in  the 
development  of  documentation  or  initial  training  materials.  Their  com- 
ments and  reactions  are  taken  into  account  li^igftievising  ttaining  maloi- 
als  prior  to  release.  One  method  used  is  to  ps^K^  tesiu^lig  m^@dals  to 
usm  whik  vide^Hng  thdr  reactions  through  om  way  niim»& 

2.4  TRAINING  MATERIALS. 

•  Developed  by  each  division 

•  Come  from  various  countries 

•  Re|«aiiiiedaiUSA 

•  Hi^  use  of  US  materia  in  Eurc^ 
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Training  materials  do  not  have  one  source,  as  they  are  normally  devel- 
oped by  the  division  developing  the  product.  Unlike  other  companies,  this 
means  that  materials  are  not  developed  solely  for  the  US  mariret,  and  a 
vaitety  (^maiket  styles  will  be  proseot  As  an  example,  a  UK-produced 
jffoduct  is  likely  to  have  its  training  materials  developed  by  British  staff. 
No  matter  where  the  training  is  developed,  the  materials  are  reproduced 
in  die  USA  and  ^stdbut^  wati&mde.  The  cmly  control  which  is  sapped 
is  that  of  the  applications  support  division  who  police  all  training  materi- 
als to  ensure  a  high  quality.  As  a  result  of  multicountry  training  product 
development,  different  countries  will  use  unmodified  materials  to  differ- 
&A  degie<^  The  UK  mts&  t&  tauam  ei  S0%  in  this  form  while  coon&ies 
»ich  as  Brioice  use  around  60%  uniiiOiMfied. 

2^  MATERIAL  TRAINSLATION. 

•  No  central  translation 

•  All  performed  by  branches 

•  Vai^hle  dme  to  translate 

There  is  no  facility  within  Hewlett-Packard  for  performing  translation  of 
any  materials  on  an  intemational  or  central  basis.  Each  country,  down  to 

saudk^  is  Mt  titally  on  its  o««  10  mu^i^  mat^^ 
Tbs  rationale  behind  this  is  that  local  nationals  are  the  best  people  to  do 
translations  as  they  best  understand  the  requirements  of  their  own  mar- 

m  advmoc  copy  which  can  be  used  to  start  ^  trandatkHi  process. 

Due  to  different  resource  availability  in  each  country,  translation  times 
vary  torn  a  few  wedcs  to  seveialnio^^  TUs  mem  tfitt  irdtbl  cocffses 
may  have  to  be  ccxiducted  in  Ba|^  or  tndmng  be  ^a^  if  tSm  is  nc^ 
p^dbte. 

2j6  writing  standardisation. 

•  No  written  standards 

•  Trainers  receive  skills  training 

No  standards  are  written  down  for  the  styles  to  be  adopted  when  writing 
materials,  but  this  is  implicit,  as  all  staff  who  are  involved  in  material 
prepanOkm  are  taken  through  a  quality  educati(MtaI  developm^t 
programme.  This  teaches  skills  such  as  adult  leaming  styles  and  prefer- 
ences, the  ways  people  learn  best,  and  why  various  types  of  training 
raat^als  are  best  for  certain  groups. 
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2.7  EXCHANGE  OF  MATERIALS. 

•  No  local  exchange 

No  exchange  of  locally  produced  materials  evidently  takes  place.  All 
training  materials  used  come  from  the  specific  division  or  are  locally 
pnxbieed  er  modified.  Hewktt-I^kanl  appears  to  use  a  M^ior  p^^cent- 
age  of  unnaodified  standard  material  than  other  organisations  surveyed. 
One  reason  for  this  could  be  that  the  material  does  not  all  come  from  one 
source  or,  indeed,  one  country. 

2.8  COUNTRY  CONSIDERATIONS  IN  PREPARATION  OF 
MATERIALS. 

•  No  country  consideration 

•  Text  files  for  modification 

•  No  customisation  services 

No  individual  country  needs  are  taken  into  consideration  when  preparing 
training  materials  or  other  documentation.  The  only  concession  which 
appears  to  be  made  is  that  software-based  Gaining  is  often  designed  in 
such  a  w«y  ^Im  tm  is  cmwmeA  is  i^edfie  files  which  can  easily  be 
localised  by  the  individual  market.  No  service  exists  for  training  or  other 
materials  to  be  developed  for  specific  markets  outside  of  that  market,  and 
no  central  funds  are  available  for  local  development. 

2.9  CUSTOMER  FEEDBACK  ON  DOCUMENTATION. 

•  Comai^  skems  in  manuals 

•  Lows^uran^ 

As  1^  Ql^bex  organisations,  Hewlett-Packard  manuals  contain  tear  off 
^b&eSM  for  mmm&ts  and,  as  is  ccmmKm,  v^  few  of  tiwse  are  actually 
returned.  User  groups  provide  some  feedback  but,  in  general,  feedback 
on  user  documentation  is  poor  unless  specifically  requested  at  review 
sessions. 

2.10  MEDIA  USED  FOR  TRAINING  MATERIALS. 

•  Afi4aediaiised(v»leo,CD) 

•  User- rad  pvochict-specific 

The  main  media  used  for  training  materials  are  all  internally  produced 
and  ^i^xtitmimaSMi  meapma-hased  ^ainiag,  sdf-paced  learning,  video 
and  CD.  Hewlett-Packard,  like  most  major  companies,  is  now  using  all 
the  different  media  available  in  a  maimer  most  appropriate  to  the  mate- 
rial being  presrated  aiul  Ae  castonxar  being  targeted. 
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3.  TRAINING  DELIVERY. 

3.1  RELATIONSHIP  BETWEEN  OEVELOF^tS  AND 
TRAINERS. 

•  Dedicated  trainers  preferred 

•  Develqjm  tram  (m  highly  tedinkal  topics 

Course  developers  sometimes  deliver  training,  but  this  is  kept  to  a  mini- 
mum. Customers  prefer  to  be  trained  by  staff  who  have  good  instructor 
ddUs  Tsdm-  than  in-depdi  te^irical  hmtAddgt.  Tbit  eiso^tion  to  is 
on  highly  technical  courses,  such  as  advanced  software,  when  delegates 
attend  developer-conducted  courses  mainly  to  gather  raw  information. 
These  customers  normally  do  not  care  how  tMs  Infomw^  is  presented. 

3.2  AVAILABILITY  OF  USER  TRAINING. 

•  MainlyfixKaHP 

•  Move  to>i»wds  dealers  (HP  CotifiedEdiic^cm  Centre) 

User  training  is  available  worldwide  from  Hewlett-Packard  on  all  major 
I»iafocts.  This  is  ncxtnally  giv^    Hewlett-Padcard  sti^but  there  is  a 
mwe  at  present  to  assist  some  dealers  to  set  up  training  centres.  These 
are  effectively  controlled  by  Hewlett-Packard  and  make  standard  training 
courses  available  to  users  through  dther  a  training  fran^tise  or  an  HP 
Certified  Educatiim  Ontre  Propmnnie. 

3.3  TRAINING  LOCATIONS. 

•  75%  HP  locations 

•  Can  customise  on  site 

•  HP  maintains  control 

An  estimated  75%  of  training  is  conducted  on  Hewlett-Packard  premises, 
and  HP  prefers  this  as  they  can  control  the  environment.  Courses  are  also 
conducted  at  customer  sites  and  theie  can  be  staiuterd  offerings  or  stan- 
dsed  courses  tailored  to  a  user's  needs.  Hewlett-Packard  does  make  users 
aware  of  the  down  side  of  this  wppsoach  and  has  ^rict  rules  for  conduct- 
ing such  training. 

3.4  BACKGROUND  OF  TRAINERS. 

•  Dedicated  roles 

•  SeocffitdoaeQtppogranunefrcMnfwld 
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Hewlett-Packard  trainers  are  dedicated  instructors  who  each  have  par- 
ticular areas  of  focus.  They  are  liable  to  come  from  an  external  training 
backgnnrad  or  be  Gi«F^  sttff  who  Mve  beea  i^doed  to  do  a 
course  mi  have  suteequently  expxssed  a  desire  to  move  into  tnuamg. 

Hewlett-Packard  offer  this  on  a  secondment  basis  to  enable  staff  to  be 
(xxtsin  diey  wimt  (ofc^kyw  tratoiiigas  aooi^^lh.  People  a 
teaching  background  will  aot  nxxm^y  be  lecn^^  unless  &ey  am  be 
productive  very  quickly. 

33  TRAINER  TRAINING. 

•  Receive  ge»aic  skills  training 

Apart  from  product  training,  all  instructors  go  through  rigorous  platform 
skills  training  before  conducting  classes.  Where  the  instructors  receive 
their  product  training  and  who  conducts  the  course  will  depend  on  the 
ratk^Mited  Kites  voliune  oi  a  pmikulia-  pioduct  For  new  produ^  the 
course  developers  normally  conduct  the  first  courses,  but  established 
courses  are  taught  to  instructors  by  other  instructors  with  in-depth  experi- 
ence. Hewlett-Packard  will  not  let  an  instructor  t^h  a  cxmrse  iwless  he 
has  pasoBsSlfy  bem  trained  to  at  lea^  cm  level  ^xyve  the  paiticular 
OMirse. 

3.6  INTERNAL  AND  EXTERNAL  TRAINING. 

•  Mixing  encoora^ 

Mixing  cit^omm  and  int»nal  ^iff  on  training  biases  is  actively 
encouraged,  as  customers  appear  to  like  this  approach.  Attendance  for 
staff  is  not  automatic  and  they  have  to  apply  in  the  normal  way  to  attend 
published  courses.  Such  attendee  are  a^traded  aot  to  meoopc^  d» 
instructor's  tkei»,  as  diey  always  have  c^^xartimiti^  fox  asking  quesdcms 
at  a  laxci  date. 

3.7  MATERIALS  SHIPPED  WTTH  PRODUCTS. 

•  Materials  part  of  product 

•  Can  be  unbundled 

•  Self-training  possible 

Some  computer-based  and  self-paced  training  materials  are  shipped  with 
products.  These  materials  are  bundled  into  the  price  and  can  be  wamived 
if  a  customer  so  wishes.  For  example,  if  a  customer  buys  mtddpli^  erf  a 
product  he  is  not  obliged  to  take  multiple  copies  of  training  materials. 
Advanced  training  packages  are  also  available  as  an  option,  as  are  pack- 
ages to  enable  niecs  to  train  dieir  own  staff.  Hewktt-Packaid  wiU  not 
mpgiy  tbat-pigNif!^  unless  there  is  evidraice  erf  tl^  ability  erf  user 
traineii  to  mmcc  a  successful  outcome. 
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3S  USER  TRAOONG  AS  A  PROFIT  CENTRE. 

•  Profit  centre 

Education,  as  opposed  to  just  customer  product  training,  is  considered  as 
a  profit  e^ttie  witibin  Hewl^^dcaid.  Edacaticm  does  mal^  a  i^iscm- 
able  profit  although  the  figure  k  not  available.  The  training  element  in 
the  sale  of  a  product  is  allocated  to  ^  group  that  actually  delivers  the 
training. 

4.  MARKETING  OF  TRAINING. 

4.1  TRAINING  AS  A  DISC^TE  BI^INESS. 

•  Is  a  discrete  business 

•  Encourage  expansion  of  offerings 

•  Revenue  targets  agreed  witfi  HQ 

Traiiiing  is  considered  as  a  business,  and  branches  are  encouraged  to 
develop  this  business  by  offering  training  on  topics  other  than  Hewlett- 
Packard  jvoducts.  Eadi  office  agrees  revenue  targets  with  the  corporate 
group  on  an  annual  basis.  Training  materials  are  charged  to  branches  at  a 
standard  cost,  which  includes  a  mark-up,  and  all  branches  receive  one 
ojfj^  <^  aU  oiafiRials  fiee  ctf  clfi^  to  enable  dim  to  d^k^ 
oi  tm&^  quantities. 

4.2  MARKETING  AND  ADVERTISING. 

•  All  staff  bqpt  aware 

•  No  direct  sales  force  for  training 

•  Wide  advertising 

Everyone  in  Hewlett-Packard  is  kept  aware  of  what  training  is  availabte 
at  all  times  and  helps  spread  the  word.  Research  has  shown  that  the 
management  in  user's  compai^  m^mSm  t^mii$  #Gldims  never 
attend  courses.  An  attempt  is  made  t£}  tai^  i^mk  m^miidy  by  dedic^ 
mail  shots  or  by  conducting  training  awareness  evenings.  Sales  and 
service  staff  can  sell  service,  but  this  is  rare,  as  they  are  not  measured  or 
coo^raisated  for  training  sales.  This  situaticm  may  ehange  in  Ae  future. 

There  are,  at  present,  no  dedicated  sales  personnel  for  training,  but  it  is 
planned  to  have  a  team  to  sell  only  support  services  such  as  training, 
mt!^sc  md  sc^tware  to  mi^  accounts.  This  group  wUl  also  beeome 
vsvdtved  in  seUing  training  serfices  throu^  dealers. 
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Advertising  of  training  is  carried  out  in  trade  journals,  via  user  grcmps 
and  tluough  various  Hewlett-Packard  published  journals. 

4 J  MARiOgTING  BUDGET. 

•  Use  marketing  budget 

•  Also  have  ofwnbudg^ 

The  major  budget  for  promotional  services  comes  from  the  central 
marketing  budgets  but  the  training  department  is  free  to  spend  part  of  its 
own  budget,  which  has  beoi  specificaQy  allocked,  on  training  maiketing 
activittes. 

4.4  MARKETING  SUPPORT. 

•  Central  support 

•  Full  time  education  rep. 

All  SiBQJpoit  at  present  comes  from  the  central  marketing  support  group. 
There  is  one  person  in  this  group  who  is  100%  focussed  on  customer 
education.  This  person  is  financed  by,  and  accountable  to,  the  training 
d^pmeaa^  but  repom  directly  to  maiketing. 

4J  MONITORING  TRAINING  QUALITY. 

•  Use  Training  Qualky  Matrix 

•  OCR  form 

•  Central  US  analysis 

•  Quarterly  reporting 

Training  quality  is  closely  monitored  within  Hewlett-Packard,  and 
feedback  is  used  to  improve  and  modify  courses.  Everyone  attending  a 
^B9^B»r¥a(^md  comae,  whesOm  diey  be  a  user,  a  member  of  staff  or  the 
instructor,  has  to  complete  a  TQM  (Training  Quality  Matrix).  This  is  a 
mark  sense  OCR  form  which  is  in  two  sections.  The  first  asks  questions 
on  the  attendees  demographics  such  as  whwe  they  came  &oai,  tfieir  job 
function  and  ksm  Ifeey  heard  of  tte  course.  The  second  asics  (pestions 
related  to  the  course  and  the  instructor.  All  of  these  forms  are  sent  to  the 
USA  for  computer  analysis  and  the  findings  sent  to  the  course  developers 
and  ittSQuctoes.  The  original  fcntns  are  al^  s^t  to  the  coi^  developors 
to         written  comBomts  to  be  analysed.  A  managemeitt  summaiy 
all  traiinBg  analy»s  is  circulated  every  three  months. 
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DATA  GENHflAL       1.  BACKGROUND. 
PROFILE 

1.1  BUSINESS  SEGMm^. 

•  Computer  company 

•  Own  sales  force 

•  Employ  9000  worldwide 

Data  General  is  in  the  business  of  supermini  and  desktop  computers  and 
se&  its  pto^am  pmoia&y  its  own  sales  force.  In  some  countries, 

such  as  China,  the  products  are  sold  through  authorised  dealers.  The 
turnover  of  Data  General  is  in  the  region  of  $1.3  billion  per  annum.  The 
company  headquartws  is  M  Wi^boiOtt|^,  MA,  USA  afld  employs  9000 
"vrarldwiite. 

1.2  TRAINING  PURPOSE. 

•  User  training  on  DG  products 

•  Some  engineer  training  for  customers 

The  tBSan  purpose  of  training  within  Data  General  is  to  educate  end  users 
in  the  use  of  their  equipment  and  software.  Some  training  in  engineering 
maintenance  is  offered  to  selected  customers,  but  this  is  not  widely 
advcftised.  In  excess  of  90%  of  the  training  is  performed  by  DG  (Dam 
General)  staff,  with  the  tmmiia  being  undertaken  by  durd-p^ 
arganisaticms  undo:  the  auspi(^  of  IXj. 

L3  TRAINING  CO-ORDINATION. 

•  No  centralised  European  training 

•  USA  develops  most  training 

•  ^«^)ean  coontrtes  liaise  dtfecdy  widi  US 

There  is  no  European  or  international  co-ordination  of  user  training 
activities,  and  all  eoitral  training  services  ateftovided  by  tl»  head  olBce 
jbi  Westborough.  One  exception  to  this  is  fidil  ^gineer  training  which  is 
controlled  through  the  UK,  iddiough  ^  engines  training  does  not  tak& 
place  in  the  UK. 

A  small  headquarters  staff  exists  within  DG  in  Paris,  France,  but  they 
have  no  training  responsibilities.  All  countries  liaise  directiy  with  the 
USA  on  training  matters. 

L4  TRAINING  RESPONSIBILITY. 

•  Ln]|^  bomdbes  have  training  manager 

•  b«^iHd/ext@nal  user  training  ccxoibuied 
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Each  country  has  its  own  independent  management  team,  and  training  is 
normally  divided  into  the  two  areas  of:  a)  internal  and  user  training,  and 
b)  sales  and  marketing  training.  In  larger  countries,  botfi  of  Sieas 
have  t  i^KHe  meager  but  wouM  CKxae  wider  one  manager  in  »aaUer 
countries.  (Large  countries  in  Europe  are  cosmdeaced  to  be  thc^  saich  as 
the  UK,  France,  Germany  and  Italy). 

1^  TRAINING  MANAGERS. 

•  Seven  customer  training  managers  in  Europe 

•  Amuol  ttilDUig  oKetings 

•  Mixmal^wofk 

In  Europe  DG  has  seven  custtHno*  training  manaf^  mid  a  former  «ne 
to  ti»  managers  in  the  rest  of  titt  waM.  This  dcm  adi  mclude  re|^oi»i 
managers  in  the  USA  who  report  to  one  training  manager.  These  manag- 
CTS  network  informally  via  both  telephone  and  the  internal  DG  computer 
sysibBm&.  (AH  DG  perscMinel  sett  linked  to  the  campnter  netw<»k.) 

On  a  more  formal  basis,  the  European  managers  meet  locally  once  per 
annum,  and  there  is  also  a  worldwide  training  meeting  held  annually. 

2.  DEVELOPMENT  OF  THE  TRAINING  PRODUCT. 

2.1  TIMING  OP  TRAINING  INVOLVEMENT. 

•  Involved  at  production  design  stage 

•  Tr^ning  is  designed  within  overall  support 

The  taaxmg  diviskm  in  the  USA,  which  encompasses  both  service  and 
cmtomer  training,  becomes  involved  in  a  product  once  it  has  passed  the 
prototype  and  final  design  review  stage  and  prior  to  pilot  production.  To 
ffvt  tifaai^,  e^ooaer  gaining,  oigmeotof  training,  software  support 
fflid  techric^  pi^k»tiim  aU  leprat  to  tih»  sanie  manager. 

2.2  HUMAN  FACTORS  PHILOSOPHY. 

•  Training  department  involved  in  Ul  design 

•  Training  department  involved  in  documentation 

•  Alt  Qser-fcla^  fiiiKJtions  rqxHt  together 

The  training  department  is  also  involved  at  the  prototype  stage  in  the 
design  of  the  user  interface  from  both  a  software  aspect  and  to  ensure 
Aat  die  mn^pN^ixKi  is  "uso*  friendly".  Hiis  would  also  ^^nqmss  iht 
usability  of  the  documentation.  One  advantage  that  DG  appears  to  have 
is  that  all  staff  who  are  involved  in  user-related  functions  are  part  of  the 
same  department  Fch:  new  products,  a  New  PmdwsA  Dev^agmsot  Team 
is  set  up  mi  ^ys  together  until  aproduct  is  launched.  This  team c(»- 
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sists  of  seven  to  eight  people.  The  core  of  this  team  then  remains  together 
after  launch  as  a  support  group  reporting  to  a  product  manager  who  has 
call  on  any  of  the  original  members  as  required. 

23  DOCUMENTATION. 

•  HbcttStoiiieriii^v»iMaat 

User  documentation  is  prepared  by  this  same  group,  and  technical  publi- 
o^ons  ave  pmt    die  tnMsg  <»pitbatkm.  Nonudly,  otiiy  om  person 
on  the  team  is  responsible  for  user  documentation,  but  this  person  does 
not  write  any  of  the  training  manuals  or  course  materials.  At  no  stage  axe 
customers  ever  involved  in  initial  documentation  or  training  develop- 

2.4  TRAINING  MATERIALS. 

•  Developed  in  USA 

•  Low  use  of  US  material  in  Europe 

•  Large  countries  reuse  less  than  small  ones 

The  USA  is  the  source  of  all  core  training  materials,  and  as  such,  all 
standard  materials  are  developed  for  the  US  market.  The  course  develop- 
mmt  group  was  independent  but  has  recently  been  integrated  into  lk& 
fueling  department,  and  actual  trainers  are  now  invcdv^d  in  maisesnsiL 
ptqpmtl^oa.  Ths  reailt  is  a  bett»  product 

Divide  the  USA,  €xae  material  is  modified  before  nstt  to  suit  kx^al  ii^ds. 
ht     UK  only,  50%  of  US  material  is  used  as  supplied,  with  10-15% 
beii^  {woduced  locally  and  35-40%  being  modified  US  material. 

I^^kr  countries  mdk  s&  ^j^ria  use  19  to  80%  <tf  US  material 
^M^fied,  but  the  UK  su]^lies  a  mmSi  amount  oi  Us  own  matoial  to 
Acse  countries  as  well. 

2J  MATERIAL  TRANSLATION. 

•  US-based  translation  available 

•  Some  perfOTned  by  branches 

Each  branch  has  the  option  of  having  material  translated  in  the  US  or  to 
translate  locally.  Head  office  will  only  translate  official  US-produced 
do^m^^m,  imd  ittty  «pp^  to  mmslate  100%  <rf  iM&,  only 
European-produced  documents  being  translated  by  the  branches.  Coun- 
tries with  common  languages  do  not  appear  to  share  translation  services. 


YECEB 


49 


CimOMER  EDUCATION— RANK  XEROX,  1990 


WPUT 


As  soon  as  the  English  versions  have  been  approved,  then  the  translated 
versions  are  prepared.  These  are  normally  available  four  to  five  weeks 
after  the  English  versions. 

2.6  WRmNG  STANDARDISATION. 

•  NewdUenstandMds 

•  Stmdi^vocabykiy 

No  standards  are  laid  down  for  the  preparation  of  training  materials, 
althou^  llK»e  widi  a  US  origin  aie  all  written  in  the  same  style. 

Vocabulary  is  standardised,  with  particular  words  being  used  to  describe 
individual  items.  There  is  no  restricted  word  set  in  use. 

2.7  EXOIANGE  OF  MATERIALS. 

•  No  funoBal  i»Echange 

•  Somebyeon^dia'Unk 

No  official  mechanism  exists  for  the  exchange  of  training  materials, 
dthcN^  Aas  €k)«s  h»pp(m  vk     coix^utra' link  and  by  niaiL  ^ 
ously  stated,  smaller  cmmtries  in  Europe  do  use  scxne  UK-^odiKsed 
materials. 

2.8  COUNTRY  CX)NSIDERATIONS  IN  PREPARATION  OF 
MATERIALS. 

•  No  todividaal  country  consido'ation  given  by  US 

•  Special  £Be-l»sed  develqpmem  available 

No  country  considerations  are  given  when  training  materials  are  being 
devdoped«  wmA  tfiis  leads  to  individual  tomches  dewc^kiftog  own 
materials.  A  service  does  exist  in  the  US  for  material  to  be  developed  in 
specific  styles  for  individual  nmrkets  and  the  countries  are  charged  for 
the  work  done. 

23  CUSTOMER  FEEDBACK  ON  DOCUMENTATION. 

•  Comment  sheets  available 

•  Little  used  (5%  returned) 

•  Sales/suppCHt  staff  feedback 

Custt»Mr  fee^Kiadc  is  Gocoamged  by  tiie  psovisicxi  of  conHneot  ^le^  m 

each  manual  which  are  returned  to  technical  publications.  Less  than  5% 
of  comments  are  received  this  way,  probably  because  most  manuals 
remain  on  the  shelf.  Comments  are  mainly  collected  by  word  of  mouth 
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from  any  DG  source,  such  as  salesmen  or  engineers.  More  than  50%  ctf 
comments  are  received  via  user  groups,  and  such  groups  exist  in  each 
country. 

2.10  MEDIA  USED  FOR  TRAINING  MATERIALS. 

•  liiottrai^  used  ^ilmKaive  video,  CD  ROM) 

•  Own  productim  facility 

l^e  following  media  are  all  used  for  training  materials  for  internal  use  as 

as  user  trainiag:  iiseriiiiBiiiais,tra^^^xnaiicMls,  mKiiDa&S(^, 
video  tape,  interactive  video,  laser  video^diic,  CD,  and  CD  ROM.  DG  has 
its  own  production  facility  capable  of  {sododng  all  of  the  above  with  the 
exception  of  CD  formats. 

3.  TRAINING  DELIVERY. 

3.1  RM^ITONSHIP  BETWEEN  DEVELOPERS  AND  TRAIN- 
ERS. 

•  Trainers  are  developers 

•  Not  all  Gainers  €bvelop 

The  staff  that  develops  training  do  teach  on  some  courses.  These  are 
either  train-the-trainer  courses  or  actual  end-user  courses.  As  a  rule,  all 
tuiidng  developers  are  also  tzaineis,  ^  not  all  trainers  are  course  devd- 
optxs.  This  applies  to  Eaiopcm  coontrioi  as  well  as  the  US. 

3 J  AVAILABILITY  OF  USER  TRAINING. 

•  Available  worldwide 

•  Third  parties  used  for  less  than  10% 

User  training  is  available  from  DG  in  all  countries  where  the  product  is 
sold.  Less  than  10%  of  this  is  performed  by  third-party  organisations,  and 
only  when  DG  does  not  wish  to  actually  train  on  die  product  but  do  W£sh 
to  offer  training  to  customars.  This  is  mainly  on  soStmm  products  or 
OEtA  luodware  products. 

3J  TRAINING  LOCATIONS. 

•  Mainly  DG  sites 

•  Littie  customer  site 

Without  exception,  each  country  has  facilities  on  DG  premises  to  give  in- 
house  training  to  end  users.  When  warranted  by  geographic  consider- 
ations, training  will  be  arranged  in  an  hotel  or  o&er»te.  DG  peeSaestD 
hold  ma  traimng  OMirses  in-house. 
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3.4  BACKGROUND  OF  TRAINERS. 

•  Dedicated  trainers 

•  Tecluiic^  or  tmidng  iMdcgroands 

The  trainers,  who  are  dedicated  to  the  task,  will  come  from  three  differ- 
rat  bedcgiomiis.       wffl  i^bcr  be  inieiiid  1X3 
backgrounds  who  wish  to  move  into  training,  people  from  varyiog 
industries  with  a  general  training  background,  or  technical  instructors 
brought  in  from  competing  companies  or  companies  with  similar  tech- 

3.5  TRAINER  TRAINING. 

•  Held  in  US  iffld  Europe 

•  Local  langiuk§e  possible 

TiakiHichtilitor  eiMmses  are  held  in  vmious  locaticms  ttocm|^oitt  Boope 
or  in  tte  US.  IMnem  fix>m  various  countries  will  travel  to  whichever 
country  is  most  convenient  at  the  particular  time.  There  are  no  set  train- 
ing locations,  and  on  occasion,  course  developers  come  to  Europe  to 
cooduct  tndifr^-traiiMsr  si^^»is.  'D&t  fo     ethnic  mix  dT  die  US 
trainers,  initial  courses  can  be  held  in  the  local  language  if  requiied. 
Again,  for  this  there  are  no  fixed  locations. 

3.6  nfl^NAL  AND  EXTERNAL  TRAINING. 

•  Mixing  of  internal/external  occurs  on  product  courses 

•  Kfost  ^iff  (^irses  internal  only 

Courses  can  be  run  with  a  mixture  of  internal  staff  and  customers.  These 
are  normally  user  training  courses,  as  all  training  staff  have  to  attend  user 
co«i«^       t&  at^oaUy  toudiing  th^  Afi3»Bite&  It  is 
ers  to  attend  in-house  courses,  mi  when  diis  hsppcm  it  is  usually  hard- 
ware-related training. 

3.7  MAHatlALS  SHIPPED  WITH  PRODUCTS. 

•  Training  not  shipped  as  standard 

•  Saks  som^im^  arrange  to  ship 

•  AcUSioaal  docinni^tatitxiAraining  sold 

Some  training  materials  can  be  shipped  with  products,  although  this  is 
not  pot  €f     s&mdaid  Gfttstiag.  Itiis  is  iKHimUy  by  sptcM  apmnmt 
between  the  customer  and  the  sales  person,  and  whether  the  customer 
pays  for  this  material  or  not  is  again  by  special  agreement.  Such  training 
OMttcdal  wwjM  be  d^a:  in  the  form  of  docimi^ittkn  or  ccsDapBter^ttsed 
tearmag. 
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There  is  an  immense  amount  of  optional  documentation  available  for  sale 
to  customers  for  self-teaching,  but  this  is  mainly  in  the  area  of  software. 

3J  USER  TRAINING  AS  A  PROFIT  CENTRE. 

•  Profit  centre 

•  Idteleei  a  marginal  profit 

•  TroiBmginioe**iHin(fled"withi»odcKn 

Training  given  to  end  users  is  considered  as  a  profit  centre  within  DG  and 
does  in  tsct  make  a  marginal  profit  of  a  few  ^eeomL  B^oq^aeitt  ial^ 
prices  include  an  element  for  tnuimg,  md  this  is  allocated  to  Uie  tzsinmg 
department. 

4.  MARKETING  OF  TRAINING. 

4.1  TRAINING  AS  A  DISCRETE  BUSINESS. 

•  Is  a  discrete  business 

•  Revenue  targets  set 

•  No  profit  targets  set 

Within  DG,  customer  training  is  treated  as  a  discrete  business,  with 
revenue  targets  being  set,  locally  within  each  individual  branch.  No  profit 
targets  are  set  although  each  branch  has  the  capability  of  monitoring  its 
own  profitability  on  user  training.  Material  cc^  are  met  by  each  office, 
and  the  US  marks  up  the  price  of  materials  to  cover  die  cost  (rf  their 
writing  and  production. 

All  imtraials  |»oduc«i  locally  have  to  be  funded  locally. 

4.2  MARKETING  AND  ADVERTISING. 

•  Marketed  as  a  sold  service 

•  Normally  sold  within  system  sale 

•  No  separate  training  advertising 

Training  is  marketed  as  a  service  and  sold  through  the  direct  sales  force 
and  the  account  managers,  as  well  as  by  the  central  marketing  group. 
Tif^Btog  is  notmSfy      as  ^at    tbe  ^stem  at  tiie  time  d  salt,  hat  it 
am  be  sfM  s^Montfei^.  IMs  msmM  be  marketed  as  part  of  a  suite  of  other 
services — such  as  maintenance  agreements  and  software — by  the  services 
sales  force,  who  are  distinct  from  systems  sales.  Many  of  the  leads  come 
§K)m  wesvkm  eiginears,  and  the  sravice  ^^ffmtiatt  woiIk  a  ^toap  hmm 
s^i^e  to  compensate  for  successful  leads.  Although  training  is  not 
advotised  separately,  this  option  is  being  considered  for  the  future.  At 
pK&imu  general  advertising  contains  secticms  m  training  in  items  such  as 
attyH  shots  and  space  takm  in  user  group  mapadoies. 
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4 J  MAl^ETING  BUDGET. 

•  No  separate  imokettng  budget  for  training 

No  discrete  marketing  budget  exists  for  the  customer  training  department 
and  all  marketing  costs  are  met  from  the  general  marketing  budget  within 
eadi  brancii. 

4.4  MARKETING  SUPPORT. 

•  USKipportfK^tnditingCteochiiies,^) 

All  marketing  support  for  training  comes  from  within  the  general  market- 
ing ffoapt  al^ugh  some  marketing  matmals  come  from  the  USA. 
These  are  normally  in  the  form  of  brochures  specially  printed  in  the  US 
to  individual  country  specifications,  or  artwork  which  is  sent  over  and 
locaUy  wm&^iBd  b^oie  printing.  Interestingly,  some  eflbs  beft  for 
Tpsomaikmal  matorial  for  traiiiing  (xnne  fnxn  Canada. 

4.5  MONITORING  TRAINING  QUALITY. 

•  Standard  questionnaire  at  course  end 

•  Callback  after  three  months 

•  External  market  research 

Quality  is  monitored  in  two  ways.  Firstly,  the  standard  end  of  course 
questionnaire  is  used  to  obtain  instant  feedback.  As  a  follow  up,  each 
trainer  i«edves  a  fist  of  all  the  people  h&  has  train«l  and  cc»idtK^s  tele- 
phooR  airveys  approximately  three  months  after  the  course.  This  helps  to 
gauge  the  usefulness  of  the  course  as  participfuits  have  had  time  to 
practise  the  new  skills. 

An  &0esmi  market  research  company  is  used  to  monitor  the  quality  of 
all  services  several  times  annually.  Although  this  is  not  aimed  specifi- 
cally at  training,  the  surveys  used  do  contain  some  specific  training 
questicms. 
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UNISYS  PROFILE      1.  BACKGROUND. 

U  BmiNESS  ^GlWn'. 

•  Om^ter  company 

•  Own  sales  force 

•  T^nKyver$9.4MUkm 

•  EBi^oysS5,000  worldwide 

Unisys  is  a  worldwide  computer  organisation  whose  products  range  from 
pm&BBl  cemfptaw  thax^  to  namtHiiinw  and  soitwace.  The  pmdsim 
flii  sold  directly  by  Unisys'  sales  staff  worldwide  and  no  dealer  networks 
Bsx  used  at  present  The  corporate  headquarters  is  in  Princetown,  New 
Jme,USA.  The  ttimoweriif  Unisys  is  mwnd$  9.4        per  aoiram 
(1%9),  and  die  ctxnpany  enaploys  over  SS,000  staff  w&My^idc 

1.2  TRAINING  PURPOSE. 

•  User  training  on  Unisys  products 

•  0£fer  limited  training  on  other  topics 

Cli^ixnfir  firaimng  in  Unisys  is  mainly  to  edixate  xaexs  in  die  use  of 

Unisys  products,  although  other  training  in  subjects  such  as  MS-DOS, 
UNIX  and  project  management  are  offered.  Not  all  training  on  Unisys 
pnxbc^  is  p&iionasd  by  Unisys  staff,  imd  o«^&  agaide^  {q»  osed  lbr 
smne  i^iedidised  training. 

1.3  TRAINING  CO-ORDINATION. 

•  European  training  co-ordinated  from  UK 

•  USA  develops  all  training  materials 

•  US  group  consists  of  200  training  people 

An  international  training  department  exists  for  Europe  and  is  based  in 
Milton  Keynes  in  the  UK.  Training  co-ordination  for  the  rest  of  the  world 
is  handled  from  the  USA.  All  training  progransnes  mi  docameatato 
are  prepared  in  the  US,  and  an  education  devekqmient  group  of  otv&  MO 
pec^le  is  responsible  for  all  training  prodiu;ts. 

1.4  TRAINING  RESPONSIBILITY. 

•  European  branches  have  training  managers 

•  Dotted  line  to  UK  HQ 

Each  European  branch  has  its  own  training  manager  who  is  responsible 
for  all  customer  training.  They  all  have  a  dotted-line  reporting  structure 
into  die  lorc^jean  headquarters  in  the  UK  tKtt  aie  swiaged  by  the  kiod 
branch.  Customer  training  is  a  disctm^  d^^samiiiimia  m 
aldiough  the  professional  services  pmps  does  peifcsm  mm  tiaining. 
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1^  TRAl^ONG  MANAGERS, 

•  15  training  managers  in  Europe 

•  Arr  plumferif  tntofng  mrftinp 

•  Reco|^u«ac^to<»Mxdiiiate&i]x^)eaai«^ 

Training  managers  are  installed  in  all  signifiauil  Bax^^em  Qomims,  and 
there  are  14  local  managers  with  one  European  maiNkga'T^xmsible  for 
training  who  is  based  in  the  UK.  This  is  a  newly  created  position.  At 
present,  no  training  meetings  take  place,  but  these  are  planned  to  enable 
nq^iiimBmst  ti^  be  iSsoiswd  and  Eunqjean  lequiranoiits  to  be  presentni 
to  tiie  USA  widi  one  voice. 

2.  DEVELOPMENT  OF  THE  TRAINING  PRODUCT. 

2.1  TIMING  OF  TRAINING  INVOLVEMENT. 

•  bwoivpdatfiodbictdesii^^e 

•  TiaMafpiBtctf  product  design 

Product  management  groups  exist  in  Unisys  to  manage  products  from 
**0(mcej^lam  to  die  grave,^  and  training  representatives  are  part  of  diese 
groups.  In  general,  training  development  for  a  product  is  considered  as 
part  of  the  design  cycle,  and  as  such,  training  development  staff  will  be 
involved  in  planning  the  su-ucture  of  training  from  the  conception  of  the 
prcxfaict. 

2.2  HUMAN  FACTORS  PHILOSOPHY. 

•  Early  training  involvement  ensures  HF  coKxdination 

•  Product  dependant 

Nopc^cy  eo^  be  found  to  ensme  symrgy  bf^mm  user  intrafaces, 

documentation  and  training  material,  but  the  existence  of  such  a  synergy 
has  been  assumed  by  the  respondent  owing  to  the  fact  that  training  is  part 
of  product  development.  As  each  product  has  a  separate  team,  it  is  likely 
that  a  sli^dy  ^^et&&  fdnlosc^hy  is  devel<q>ed  for  mfM  product  grraq). 

2.3  USER  DOCUMENTATION. 

•  WrittCT  1^  product  developmi^t 

•  No  custiMi^  involvement 

As  in  saest  e^^^timis  interviewed,  uso"  documentation  is  devekq)ed 

by  ibe  product  development  group  and  these  groups,  include  technical 
writers.  Customers  do  not  get  involved  in  the  development  of  docimien- 
tation,  but  their  comments  are  fed  back. 
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2.4  TRAINING  MATERIALS. 

•  Develc^)ed  centrally  in  USA 

•  Rec(^i^ii^tomiwtEiut)|)eaai«quueiiirats 

Training  materials  all  have  one  source;  they  are  developed  by  the  educa- 
tion dewl^Knent  group  in  the  USA.  Materials  are  devek^jed  i^inly  fcH* 
tiie  US  market,  but  Europe  is  presently  trying  to  influence  the  design 
process.  The  materials  are  reproduced  in  the  USA  and  distributed  world- 
wide. The  European  branches  use  in  excess  of  90%  of  the  materials  un- 

tlus  is  esdmated  at  less  than  5%. 

2.5  MATERIAL  TRANSLATION. 

•  No  central  translation 

•  All  performed  by  branches 

•  Some  used  in  English 

There  is  no  service  in  Unisys  for  the  translation  of  any  materials  on  an 
international  or  central  basis.  Each  country  is  responsible  for  translating 
material  as  it  sots  ^  M  aot  aU  po^cis  loe  soM  in  aU  eoimtiies,  the 
branches  only  tramlalB  whatis  ^ifpi^^ie.  In  certain  countries,  such  as 
the  Scandinavian  ones,  many  courses  are  conducted  in  English,  and  as 
such,  no  translation  of  the  material  takes  place. 

2j6  WRITING  STANDARDISATION. 

•  Written  standards  in  US 

•  Now  devel(^ing  European  staiuiards 

Written  standards  exist  on  how  training  products  should  be  designed,  and 
although  there  is  no  European  input  at  present,  an  attempt  is  being  made 
to  influence  training  design.  No  copies  of  these  ^andaids  are  availaUb  as 
yet  in  Europe,  but  this  will  be  lonedkd. 

2.7  EXCHANGE  OF  MATERIALS. 

•  No  local  exchange  within  Europe 

No  exi^iuB^  of  looiUy  produced  ooiuerials  takes  place  at  present.  As  die 
percentage  of  local  material  is  low,  this  is  not  felt  to  be  a  problem.  As 
previously  mentioned,  all  training  materials  used  come  from  the  USA  or 
are  ktcsSly  iix>dified.  U&ii^  is  sbsalnr  to  Hen^-Pidaffid  k  iartit^es  a 
pevc^tage  of  wunodified  standard  nmtoM 
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2.8  COUNTRY  CONSroERATIONS  IN  PREPARATION  OF 
MATERIALS. 

•  No  Boi^fW  consideration  givra 

•  Recogdiea(9^forfonnalEimqpean|axx;e^ 

No  infi^^iud  ^fopom  cc^tiy  needs  are  tak^  tolo  ccM^dtttti^  whra 
preparing  tmning  nuuerials,  although  overall  comments  are  ^KO^dezed. 
The  European  management  would  like  to  see  this  aspect  more 
formalised.  No  special  development  of  training  or  other  materials  for 
indivkkial  or  i^wcifk;  markets  takes  place. 

2.9  CUSTOMER  FEEDBACK  ON  DOCUMENTATION. 

•  Comment  sheets  wittun  documentation 

•  Infoimal  feecU^ack 

As  is  stan^od  ptaciace  in  the  industry,  Unisys  manuals  c^ua  GomoMaat 
sheets  for  customer  feedback.  In  general,  feedback  on  user  docuo^ata- 
ticm  is  by  word  of  mouth  via  sales  or  technical  staff. 

2.10  MEDIA  USED  FOR  TRAINING  MATERIALS. 

•  Most  media  used 

•  CD  ROM  used  internally  only 

The  media  used  for  training  materials  are  the  common  ones  such  as 
written  manuals,  computer-based  training,  video  and  interactive  video. 
CD  ROil  h  med,  at  present,  as  a  mediiun  for  iaiefnal  staff  traiiiiiig  but 
has  not  as  yet  b^  exteiMied  to  custcm^  trainiBg. 

3.  TRAINING  DELIVERY. 

3.1  RELATIONSHIP  BETWEEN  DEVELOREKS  AND  TRAIN- 
ERS. 

•  Trainers  train 

•  Devdk^wrs  devek^ 

Comsc  4e^K^opas  are  mainly  confined  to  ths  ta^    devdc^ment,  and 
thdr  involvmient  in  training  does  not  extend  to  custimiOT  level  T^y  are 
*  normally  restricted  to  conducting  the  first  sesskm  (tf  a  new  OKurse  for 
internal  training  staff. 
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3J  A VAILABIHT Y  OF  USER  TRAINING. 

•  Available  worldwide  for  all  products 

•  AH  Unisys  cmtroUed 

User  training  is  available  worldwide  from  Unisys  on  all  products  if  they 
att  a@M  fa  ^  cmmtry  otmcemed.  This  is  ncmnally  pv<m  by  Unisys  st^, 
txit  occasional  use  is  made  of  outside  organisations  to  ddivar  ^edfic 
tfitning.  An  exan^le  of  this  could  be  MS-DOS  training. 

3.3  TRAINING  LOCATIONS. 

•  Flexible  locations 

•  Customised,  on-site  available 

Unisys  use  a  variety  of  sites  for  customer  training.  In-house  premises, 
hotels  or  customer  sites  can  be  used,  and  the  policy  is  to  be  Hexible 
m)ugh  to  give  ^  camsma  'Wiiat.  he  mam  in  the  w%y  of  tiaidag.  This 
abends  to  pesenting  modii^ed  comm  for  partkuliff  cmibomen  oa  Aeir 
own  or  chc^n  pn-^ses. 

3.4  BACKGROUND  OF  TRAINERS. 

•  Dedicated  customer  trainers 

•  Technical  or  support  background 

Unisys  trainers  are  dedicated  to  the  task  of  customer  training.  They  have 
varying  backgrounds  and  are  likely  to  come  from  a  support  environment 
or  be  product  specialists.  There  is  m4xMmoi  mmsm^  aad  liotih  ia«hoase 
or  external  candidates  are  considend,  naainly  ^isp&i/^a^  &x  tte  needis  d  a 
{Mtrticular  branch  at  any  given  time. 

3J  TRAINER  TRAINING. 

•  At  European  training  centre 

•  20  staff  for  training  the  trainers 

European  trainers  will  receive  their  training  at  the  European  centre  in 
Milton  Keynes  in  the  UK,  This  centre  has  more  than  20  trainers  who  are 
leqwnsible  fc»-  fndning  otihra'traine».  Sttf  can  receive  training  by 
attending  sessions  in  the  USA,  but  it  is  more  common  and  more  cost 
effective  for  trainers  from  the  USA  to  ocHne  to  Euix3|)e  to  conduct  initial 
sessions. 
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3.6  INimiNAL  AND  EXTERNAL  TRAINING. 

•  Mixing  not  encouraged 

•  Cttstcmerhasiiitoiity 

The  mixing  of  customers  and  internal  staff  on  training  courses  is  not 
af^vdy  oicmiraged  but  &>es  kapp«i.  ^x&e^car^^tf  iriQoea^cm- 
aUy  attend  customer  courses,  but  customers  have  {iriority  f<x  places.  If  a 
C(MVse  is  full,  then  a  staff  member  would  be  removed  to  make  room  for  a 
custCMner.  The  reverse  is  not  true,  and  customers  would  never  be  allowed 
to  attend  tetemal  staff  training  ayorses. 

3.7  MATERIALS  SHIPPED  WITH  PRODUCTS. 

•  No  training  materials  shipped  with  i»oducts 

•  Traiiung  ccmsidaed  chargeable  extra 

No  tndi^lg  Biatetiak  ace  ncamally  shipped  with  product  as  tndniim  is 
considered  an  extra  item.  One  exception  to  this  is  in  Italy  where  the  local 
branch  has  prepared  a  training  video  which  is  being  shipped  with  a 
particular  product.  This  approach  appears  to  be  popular,  and  other 
Ixaai^es  are  om^dmng  doing  the  same. 

3.8  USER  TRAINING  AS  A  PROFIT  CENTRE. 

•  Profit  centre 

•  Makes  a  profit 

Qi^QBia'  inodact  training  is  considered  as  a  profit  centre  within  Unisys. 
Training  does  make  a  profit,  but  die  figures  were  not  available.  The 
training  fees  which  a  customer  pays  are  ooss-charged  to  die  cust(»ner 
training  department  as  revenue 

4.  MARKETING  OF  TRAINING. 

4.1  TRAINING  AS  A  DISCRETE  BUSINESS. 

•  Is  a  discrete  business 

•  CurrenUy  being  expanded 

•  Reve»ne  teifets  agreed  with  HQ 

Training  is  considered  as  a  discrete  business  in  its  own  right,  and  the  way 
this  business  is  currently  being  developed  is  under  review.  Training  is  a 
pfoAiet  Md  »  MM  binxlted  widi  hiodware  and  s»)llwi^ 
quoted  separately.  The  offerings  on  topics  other  than  Unisys  products  are 
constantly  being  expanded.  Each  branch  agrees  revenue  targets  with  the 
Eunpesm  headquarto^  on  an  annual  basis. 
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4J  MARKETING  AND  ADVERTISING. 

•  All  staff  responsible  f(x  selling  training 

•  Some  direct  marketing 

•  ^k>advmising 

MvayoBt  hi  Unisys  who  ccmies  in  xxmact  with  custCHn^  is  respcmsible 
for  rasuiing  that  training  opportunities  are  passed  on  to  the  customer 
training  department.  The  product  sales  staff  does  not  sell  training  but  sells 
the  training  opportunity,  which  is  then  passed  on  for  follow-up.  Some 
direet  imiketing  is  us^  and  the        branches  hs^  tii^ovm  faU-tiine 
training  marketing  staff.  The  r^xndents  would  not  reveal  their  current 
and  future  marketing  policies  for  training,  but  direct  advertising  was  not 
felt  to  be  cost  effective,  as  the  people  targeted  are  existing  or  prospective 
Unisys  Ctti^cxna^  who  are  known  to  ^  organisatkm. 

4.3  MARKETING  BUDGET. 

•  Have  own  mazketing  budget 

The  budget  for  promotion  and  marketing  of  training  is  controlled  by  the 
mkm^dq^mtaieM.'Ttm  ^idfetistt^y  s^>aiatefo^any  otharinar- 
loB&ag         within  the  organisaticm. 

4.4  MARKETING  SUPPORT. 

•  Central  European  support 

•  US  support  to  European  HQ 

All  »ipport  for  the  European  branches  comes  from  &e  headquarters 
group  based  in  the  UK.  There  is  one  person  in  this  group  who  is  respon- 
sible for  customer  training  and  who  assists  the  branches  with  their  mar- 
king efifcnts  for  training. 

This  also  involves  the  sharing  of  ideas  or  campaigns  throughout  the 
branches.  This  person,  in  tum,  receives  his  support  from  the  USA  and,  in 
general,  is  pleased  with  the  level  o£  assistai^e  recdved. 

4.5  MONITORING  TRAINING  QUALITY. 

•  Standard  questionnaire 

•  Callt^k  planned 

At  pN^emt,  tt^  cmly  way  in  which  trailing  (piaJitj^  is  aac^tosed  wi^ 
Unisys  is  by  use  of  an  end-of-course  questionnau-e  which  is  only  exam- 
ined at  a  local  level.  A  system  of  calling  back  trainees  after  a  set  time  is 
planned.  This  will  have  two  Ainctions.  The  fir^  mU  be  to  assess  the 
effectiveness  df  ^  training  and  the  second  will  be  m  sXianpt  to  sdl 
furtbea*  training  a>urses  of  a  vaose  advanced  level. 


YECEB 


61 


dmOMEREDUCATTON— RANK  XEROX.  1990 


INPUT 


D  

APPLE  COMPUTERS  1.  BACKGROUND. 
PROFILE 

1.1  BUSINESS  SEGMENT. 

•  Desktop  computer  conqwy 

•  Dealer  sales  channel 

•  Qi^kqrs  11,500  wOTldwide 

The  tesiness  of  Apple  Computers  is  to  sell  its  products  through 
audiorisediedefs  worldwide,  and  this  currratly  generate*  t  miKmc  oi 
about  $5  billion  per  annum.  The  company  headquarters  is  in  California 
with  a  European  head  office  in  Paris,  France.  The  worldwide  workforce 
is  around  1 1,500  people. 

1J2  TRAINING  PURPOSE. 

•  €ma@inanaainedty  dcalm 

•  A|^  ^dns  custtMners  (mly  rarely 

Training  exists  within  Apple  primarily  to  provide  a  training  service  for 
d^ders,  »id  cocases  are  60iid»^ed  c«  a  ^^oi^  of        M  additicHi  to 
pure  product  training.  These  include  presentation  skills,  sales  manage- 
ment, business  finance  and  general  management  skills  training  at  several 
levels.  It  is  felt  that  the  provision  of  these  additional  training  services  is 
key  to  the  success  of  the  company's  sales.  Almost  100%  of  end-user 
training  is  provided  by  the  dealers,  with  only  occasional  user  training 
being  performed  directly  by  Apple,  and  this  being  only  in  special  circum- 
stances. 

13  TRAINING  CO-ORDINATION. 

•  No^oop^IK^ccMxdination 

•  Centralised  in  USA 

•  USA  develops  initial  dealer  training 

OvCTall  training  services  are  co-ordinated  through  the  company  head- 
quarters in  Cupertino,  California,  and  this  division  is  headed  up  by  Lee 
Klepinger,  who  is  ex-training  manager  for  Xerox.  There  are  no  official 
intonaticHial  or  European  tr^ii^  {^tres  or  headquartm  and  no  ov^aU 
n»magement  responsibili^  fca*  training  exi^  cmtside  die  USA,  t^^pt  cm 
a  owntty-to-country  basis. 
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1.4  TRAINING  RESPONSIBILrrY. 

•  All  branches  have  dealor  traimng  managers 

•  Large  txanches  sq)arate  training  d^>iBtmaits 

Within  each  country  the  responsibilities  for  training  vary.  As  an  example, 
snai^coimtzks-HiridtiieUKisofleof&ese — have  ^  training  man- 
ager who  is  re^nsible  for  so^ce,  sales  and  mark^ing  training,  as  wdtt 
as  for  dealer  training.  In  larger  countries  such  as  France,  it  is  the  practice 
to  have  a  separate  training  manager  responsible  for  each  major  function. 

t5  TRAINING  MANAGERS. 

•  Approximately  20  dealer  training  managers  in  Europe 

•  QiuBteily  training  meetings 

Networking  between  training  managers  appears  to  be  well  organised  with 
boA  a  sf^hisdcated  ^escmx&s  system  and  regular  mee^rags. 

EiKOpean  training  managers  meet  four  times  per  year  and,  in  addition, 
there  are  worldwide  training  manager's  meetings  twice  per  year  in  vari- 
ous locations.  Approximately  40  managers  are  responsible  for  dealer 
tn^i^i^  &@«^mit  tte  w<Hld  Qialf  in  ll^ai^),  and       managers  iffe  ^ 
well-kiK)wn  to  each  odior. 

2.  DEVELOPMENT  OF  THE  TRAINING  PRODUCT 

2.1  TIMING  OF  TRAINING  INVOLVEMENT. 

•  Training  involved  at  {mxloct  design  stage 

•  US  fiaining  group  cmly 

Wh^  new  products  are  in  preparation,  the  training  division  is  involved 
wi^  the  iHoduct  develofnmnt  team  ttom  Ibe  outset  to  eimm  that  emav- 

als  are  available  for  product  launches,  which  are  carried  out  on  a  world- 
wide basis.  Individual  country  training  departments  are  not  involved  at 
this  stage,  and  they  normally  receive  packages  of  training  material  di- 
Ttf^y  fam  the  US  A  several  weeks  b^oie  a  pfoduct  is  launched. 

2.2  HUMAN  FACTORS  PHILOSOPHY. 

•  Incorporate  learning  tools  in  system 

•  Product  development  respon^ble 

•  Published  standards 

At  the  design  stage,  human  factors  issues,  such  as  user  interface  and  help 
programs,  are  decided  upon  by  the  product  development  group.  The 
^yiosophy,  however,  is  to  try  to  inoxpcarate  as  many  learning  tools  md 
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aids  into  new  systems  as  is  possible.  Apple  does  in  fact  publish  books 
which  define  standards  and  layouts  for  both  user  interfaces  and  training 
nutfaUi.  A&y  ^^eraal  supplier  of  iMtedals  or  software  ]»odiicts  smst 
cc^ofia  to  tibese  jdandards. 

2.3  USER  DOCUMENTATION. 

•  Written  by  product  developmrait 

•  No  training  involvement 

•  Perceived  to  lack  synergy 

User  documentation  is  not  normally  prepared  with  input  from  training 
staff,  and  this  is  felt  to  be  a  weakness,  as  it  does  not  allow  a  proper 
synergy  to  be  built  up  betweoi  ^  ma  ^eifleie,  docwnoi^cn  and 
training  materials  from  the  outset.  This  peih^s  means  that  training 
materials  tend  to  follow  user  documentation.  The  Apple  philosophy  that 
"the  need  for  training  is  a  symptom  of  poor  product  design"  is  reflected 
in  the  fact  diat  most  nsat  doevmmts^ikm  sits  cm  tlie  shelf  md  is  ^doxn 
read.  Perhaps  the  degree  of  user  friendliness  means  that  users  are  mis^og 
out  on  some  important  features  by  not  having  to  read  the  manuals. 

2.4  TRAINING  MATERIALS. 

•  Dealer  training  mainly  from  USA 

•  SoBie  local  prepaiatoi 

•  Skrftirare  shells  and  scripts  made  available 

Training  material  is  prepared  solely  by  the  training  department,  and  the 
majority  of  dris  fiHit«ial  originates  in  die  USA,  with  a  y&ty  &m3tl  firactimi 
coming  from  the  international  headquarters  in  Paris.  Due  to  local  differ- 
ences, individual  offices  develop  their  own  materials  for  dealer  training, 
and  this  is  prepared  on  Apple  equipment.  To  assist  branches  in  these 
efSmmi  iM»  had  @SSce  ia  ^  USA  makes  available  scripts  and  software 
shells.  This  simpUfies  the  customisation  of  training  materials  while 
maintaining  a  standard  format  in  the  way  learning  takes  place.  Although 
guidelines  are  set  down     both  layout  and  vocabi;dary  ccmtent,  these  are 
noi  always  a^oed  to,  and  countries  tend  to  6eiv^op  dbdr  own  style. 

2S  MATERIAL  TRANSLATION. 

•  No  central  translation 

•  All  performed  by  branches 

•  Some  co-operation  among  common  languages 

No  central  facility  exists  for  translation  of  training  materials,  and  this  is 
the  responsibility  of  each  individual  branch  that  passes  translated  mateii- 

wi&  (XBsmm  languages,  siK;h  that  Spanish  tran^tioQS  are      bo&  in 
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Spain  and  South  America,  and  Flemish  tnuislatkM»  can  be  used  in  both 
Belgium  and  parts  of  the  Netho'lands. 

2^  WRITING  STANDARDISATION. 

•  Localisation  of  standards 

•  No  woildi^de  standards 

Hard  and  fast  rules  are  not  apparently  applied  to  style  of  material,  and 
this  is  probably  good,  as  training  has  to  be  customer  driven.  The  need  to 
have  loeaHsitkm  as  opposed  to  eccMKmues  of  ssate  is  appreciated  imd, 
although  no  worldwide  consistency  exists  for  trainiag  imlaials,  there  is 
consistency  within  each  particular  country. 

2.7  EXCHANGE  OF  MATERIALS. 

•  Local  exchange  encouraged 

•  Use  of  product  fairs 

The  interchange  of  materials  from  country  to  country  within  Apple  is 
good,  and  this  is  encouraged  by  regular  product  fairs  where  each 
country's  training  materids  are  exchanged  and  discussed. 

2.8  COUNTRY  CONSffiERATIONS  IN  PREPARATION  OF 
MATERIALS. 

•  US  dominant 

•  Local  needs  considered 

•  fiitemati(mal  liaison  personnel 

The  USA  tries  to  take  country  needs  into  account  when  preparing  training 
materials,  but  this  is  not  always  possible  due  to  the  size  of  the  US  market 
in  e»i^>aiis(Mi  with  any  o&iat  individual  msaAx/L  To  hdp  in  area, 
international  liaison  personnel  exist  within  the  US  training  development 
group.  This  staff  is  funded  by  both  the  European  and  Pacific  areas  and 
input  requirements  from  around  the  world. 

2.9  CUSTOMER  FEEDBACK  ON  DOCUMENTATION. 

•  back  via  dealers 

•  Local  documratation  produced 

Dealers  are  all  provided  with  standard  training  material  and  constantiy 
feed  back  dieir  customer's  requirements  via  the  main  Apple  oiRces. 
While  each  individual  requirement  cannot  be  considered,  branches  do 
produce  nonstandard  packages  to  suit  local  dealers'  specific  demands. 
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2.10  A^IAUSm)  FOR  TRAINING  MATERIALS. 

•  Most  media  used 

•  CDRCH^aadCDaodiottsed 

Because  of  the  vast  differences  in  requirements,  Apple  provides  training 
materials  on  several  different  media.  Thex  i^i^  writl^  oaiQ:^ 
audio  cassettes,  video  cassettes,  laser  video  discs,  both  CD  ROM  and  CD 
audio  disks  and  software-based  self -paced  and  interactive  program  disks 
for  their  own  computers.  This  material  is  used  in  different  ways  by 
diffatmt  d^ers  depending  (Hi  ttiek  castomen. 

3  TRAINING  DELIVERY 

3.1  R0JiTlONSHIP  BETWEEN  DEVELOPERS  AND  TRAIN- 
ERS. 

•  Devel(^)m  do  not  train 

•  H«i¥y  idiance  cm  dmd-party  trailers 

End-user  training  is  not  conducted  by  Apple  at  all.  The  groups  who 
6ev€^  tiie  in^»ials  may  tiaiii  inne  of  Apple*  s  cmn  tamm  bat  will 
never  train  end  users.  Each  individual  dealer  is  responsible  for  its  own 
end-user  training  using  materials  developed  by  Apple.  Apple  sometimes 
uses  external  trainers  to  train  dealers,  but  again,  these  are  not  the  people 
who  woidd  <ievel<^  training. 

3.2  AVAILABILITY  OF  USER  TRAINING. 

•  Available  worldwide 

•  Only  £Foin  authcHised  dealers 

Although  us&t  training  is  availabte  diroB|^oirt  the  wQri4  It  is  not  nor- 
mally available  from  Apple,  but  only  firom  authorised  Apple  dealei:s  who 
have  been  trained  on  the  use  of  the  training  materials. 

3.3  TRAINING  LOCATIONS. 

•  Most  at  dealer  premises 

•  ScMne  at  customer  sites 

The  location  of  training  sessions  which  are  conducted  by  or  on  behalf  of 
Apple  varies.  Dealer  training,  for  example,  will  be  held  either  on 
Apple's  preimses  or  at  vari<His  ctmvenioit  loci^cms  doou^XNtt  a  cxHin- 
try.  These  would  usually  be  hotels.  User  training  will  normally  take 
place  on  dealer  premises,  but  on  site  courses  on  customers  premises,  are 
arranged.  This  is  entirely  the  responsibility  of  the  dealer  and  is  not 
coa^^dUed  by  ^^le. 
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3^  BACKGROUND  OF  TRAINERS. 

•  Use  freelance  trainers 

•  Specialists  (M*  ex-employees 

The  people  who  actually  perform  dealer  training  are  not  all  employed  on 
a  ftill-time  basis  by  Apple,  but  diose  who  aie  employees  aze  dedicated  to 
die  ^ning  departmodt  bat  m}t  ne^ssarily  dedicated  to  performing  acmi 
ta&tang.  Apple  uses  a  large  number  of  trainers  who  work  on  a  freelance 
bttl^  to  train  dealers.  These  are  normally  ex-employees  or  specialists 
who  are  cmnmerdaUy  awwe  and  have  ki'-^pdi  eont^kiic»i^ge  oi  ^ 
products.  Only  major  dealers  will  normally  employ  full-time  trainers,  and 
again,  the  dealers  use  third-parties  to  perform  some  of  the  end-user 
training. 

XS  TRAINER  TRAINING. 

•  "Mn  tiie  trainers  (^kicted  by  Apple 

•  Dealers  pay 

•  Special  fund  for  cost  recovery 

The  trainee  lesponsiMe  ftxt  deei&t  training  leceive  tii^  training  by 

attending  train-the-trainer  courses  run  by  Apple  at  no  cost  to  the  trainers 
themselves.  Dealers  are,  however,  charged  for  their  own  training  but  can 
reclaim  the  cost  through  a  special  fund. 

3.6  INTERNAL  AND  EXTERNAL  TRAINING. 

•  No  mixing  occurs 

•  Different  objectives 

•  Similarmaterials  used 

bUbmtsl  and  external  training  fmgjmsma^  are  run  tc^ly  imkpmidently 

@f  j^h  other.  Although  similar  materials  are  used,  the  courses  have 
different  objectives.  At  no  time  are  courses  ever  mixed,  even  to  the  extent 
of  keeping  dealer  and  internal  staff  training  totally  separate.  No  Apple 
ONn^  are  run  with  eiul  users  in  attendance. 

3.7  MATERIALS  SHIPPED  WITH  PRODUCTS. 

•  No  training  materials  shipped 

•  Training  embodied  in  manuals 

Although  dedicated  tndning  material  is  not  shipped  mSk  ^  product,  the 
uSCTdocifflMntation  is  of  a  design  that  embodies  self -paced  training 
sessions  within  the  manuals  and  the  system  software.  A  wide  variety  of 
training  material  is  made  available  for  sale  to  end  users  via  the  dealer 
aetw«k  ui  the  wide  variety  of  media  pcevioasly  discussed.  TUs  matmal 
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is  offered  at  various  levels  of  complexity,  from  basic  introductory  pack- 
ages through  the  audio  cassette-based  Mac  learning  service,  to  packages 
i^llA      asa^  not  ooiy  doiloK  iMtt  ahK>  cc»imHm»a^ 
eduoHfiood  au^&tikms,  such  as  univmdties,  to  devek^  Ac^  owa  train- 
ing pfc^nnmi^. 

3^         TRAINING  AS  A  PROFIT  CENTRE. 

•  Not  profitable  for  HQ 

•  30-35%  of  costs  recovered 

•  Ii(»d  office  funds  ^eIo(»nent 

From  a  budgetary  point  of  view,  dealer  tnoaing  is  considered  as  a  profit 
centre  in  so     ik  it  has  a  mvmm  Im^^  wt&ch  is  »5t  itt  tiie  loeal  levd 

within  each  country.  No  foi^    bowever,  made  out  of  dealer  training, 
and  it  is  estimated  that  revenues  cover  only  30-35%  of  total  costs.  Each 
branch  office  has  to  pay  for  training  materials  received  from  the  USA, 
but  ids  k  mif  chaifed  out  at  cost.  The  head  office  fonds  the 
development  of  these  training  packages  and  sometimes  funds  the  local 
development  of  training  packages  in  other  countries.  It  is  interesting  to 
note  that  Apple  in  the  UK  uses  outside  organisations  to  help  develop 
sraie  Gi  its  deakr  training  {Mtckages. 

4.  MARKETING  OF  TRAINING 

4.1  TRAINMG  AS  A  DISCRETE  BUSINESS. 

•  Not  considered  a  business  by  Apple 

•  It  is  a  bosfaiess  fcR*  ^  dealm 

Although  not  a  business  in  its  own  right  within  Apple  (they  do  not 
perform  end-user  training),  training  is  considered  as  a  central  part  of  the 
pteAm  «SaMg.  Training  is  considered  as  a  Imianess  by  the  dealer 
network,  which  can  gross  large  revenues  from  training.  As  their  over- 
heads are  much  lower  than  those  of  Apple,  a  considerable  profit  can  be 
made  from  offering  training  to  end  users  as  a  separate  pro^ia.  la  ^ 
woids  of  A^e,  "deaters  are  re^xHisiUe  for  the  tcMal  e»id-user  ejqped' 
eact". 

4.2  MARKETING  AND  ADVERTISING. 

•  Training  booklet  produced 

•  Use  telesales 

•  Elec&onic  tmilceting 

The  marketing  of  dealer  training  is  achieved  in  several  ways.  In  addition 
to  inoducing  a  training  progranmie  boddet,  aU  dealers  am  ^ked  to  iac 
electeome  n^woik        they  can  go  (m-line  to  view  availatillty  oi 
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training  and  also  to  book  space  directly  on  courses.  Apple  also  publishes 
dealer  training  details  on  CD  format  which  is  distributed  to  dealers  every 
three  months.  In  addition,  an  external  telesales  company  is  employed  to 
call  dealers  on  a  regular  lasb  to      mining.  Apple's  own  market^ 
staff  and  regional  managers  are  also  responsible  for  selling  training  to 
dealers,  and  members  of  the  training  starff  also  go  out  in  the  field  to  sell 
traifung  to  dealers. 

A3  MARKETING  BUDGET. 

•  Trau^gmatk^gixMiget 

•  Joint  campaigns  with  dealers 

•  30%  of  latest  material  dedicated  to  training 

The  training  department  has  its  own  budget  for  marketing  dealer  training, 
and  although  the  dealers  are  responsible  for  marketing  training  to  end 
users,  Apple  participates  in  joint  training  marketing  campaigns.  As  an 
example  of  proma^xai.  wmaMi  Ibe  TuSm  aisd^ting  brockue  has 
i^qifcixiiiiately  30%  <tf  i&  ccmtrat  dedica^  to  de^ 

4.4  MARKETING  SUPPORT. 

•  Support  from  local  offices 

•  US  support  for  materials 

•  No  European  HQ 

Sales  and  marketing  receive  most  of  their  support  from  their  local  office, 
but  some  marketing  materials  such  as  videos  are  brought  over  from  the 
USA  and  modified  for  locsl  use  by  ^  hmsk  o&iem  W»  tmsasg  itself, 
there  is  no  central  dealer  training  ausioMaag  orpms^to  for  Wxmpe  or 
int^national. 

4 J  MONITORING  TRAINING  QUALITY. 

•  No  centralised  user  training  quality  monitoring 

•  Standard  questicHinaire 

•  Local  analysis  by  ccHnputor 

Training  quality  is  monitored  by  each  individual  office  via  the  dealer 
netmiak,  and  dtete  does  m^i^p^lo  be  any  ^traHsed  mitie  for  trun- 
ing  quality  control.  This  is  perhaps  a  result  of  each  ofGce  being  respon- 
sible for  its  own  dealer  training  or  the  fact  that  training  programmes  are 
so  different  from  country  to  country  that  it  would  be  impossible  to  derive 
any  fi^  bn^t  from  central  u»ly»8.  M  »  emmm  wxm 
organisations,  a  training  evaluation  sheet  is  completed  after  each  training 
session  and  the  results  analysed  locally  by  computer  to  attempt  to  identify 
tr^Mis.  M  addition,  an  out^^  mario^  lo^aich  &nnpany  telephoa»  a 
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percentage  of  both  dealers  and  the  end  users  they  have  trained  some  time 
after  attending  a  training  session.  This  is  to  determine  the  level  of  user 
satisfaction,  and  the  results  would  probably  differ  from  those  expressed 
on  tbe  (pn^&omBisc  oonqtl^ed  kimaedktdy  after  training.  As  a  guaran- 
tee of  quality,  but  mainly  as  a  way  of  further  investigation,  dealers  and 
end  usa"S  are  offered  refunds  or  free  retraining  if  for  valid  reasons  they 
affe#w0ii^dii^  ibs  ^antol  cf  tntiQing  they  lecdve. 


•  Cofiers  and  office  products 

•  S^imMed  by  division 

•  Turnover  $9.8  billion 

•  Employs  42,000  worldwide 

CuKttis  ft  akhe  organisation  whose  products  range  frona  {^otot^^a^ 
md  personal  computers  to  photographic  products  such  as  cameras.  The 
various  divisions  of  Canon  are  individually  managed  in  each  country, 
aiMl  sdiing  metiiodg  include  their  own  «Ues  foi^  and  (tealer  netwc»ics. 
The  company  headquarters  are  in  Tokyo,  Japan,  with  European  manufac- 
turing taking  place  in  Germany.  The  turnover  of  Canon  is  around  $9.8 
billion  per  annum  (1989),  and  the  company  employs  over  42,000  staff 

1.2  TRAINING  PURPOSE. 

•  Uaer  training  on  copy  pioducts 

•  No  training  philosophy 

•  Fragmented  procedures 

The  purpose  of  customer  training  in  Canon  copy  products  is  solely  to 
educate  users  in  the  use  of  Canon  products,  and  no  other  training  is 
offered.  All  training  on  Canon  products  is  performed  by  Canon  stafiP  or 
by  SttMem^^^ed  by  authorised  dealers.  This  profile  focuses  on  tfw 
training  services  offered  by  the  reprographics  division  as  coo^uter 
products  training  is  provided  exclusively  through  dealers. 

L3  TRAINING  CO-ORDINATION. 

•  No  centralised  training  any  where 

•  No  devvk^n^t  of  training  matoials 
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No  national  or  international  training  departments  exist  in  Canon  Europe, 
Each  region  within  each  country  has  its  own  training  officers  who  for- 
merly reported  to  &tld  service  but  now  report  to  maik^ing.  Nonsnlng 
development  exists    aU  in  Canon  exc^  for  m^vidxal  fcpoBS  where 
trainiag  is  carried  mt  to  sut  local  ciicumstaiK^s. 

1.4  TRAINING  RESPONSIBILITY. 

•  No  official  training  managers 

•  Each  region  separated 

•  Traiiiing  is  marketing  sttppmt  activity 

Within  Canon  there  is  no  clear  responsibility  for  customer  training. 
Training  is  purely  used  as  a  marketing  tool,  and  as  aich,  the  people  i«*o 
OTganise  and  provide  training  are  part  of  marketing  and  have  other  re- 
sponsibilities such  as  product  coinparis(»is  with  cc^tqietitioa  and  product 
training  for  sales  staff. 

No  training  managers  exist  anywhere  in  the  local  organisations,  and  all 
training  staff  report  to  their  local  regional  manager  except  for  a  few  staff 
who  train  national  account  customers.  In  the  UK  there  are  25-30  regional 
trainers  and  8-10  national  trainm. 

1.5  TRAINING  MANAGERS. 

•  No  customer  training  imnagers 

•  No  training  meetings 

As  {Heviottsly  cmtliti^  there  are  no  training  managers  otcqpt  for  saks 
and  managonent  training,  and  dierefoie  no  training  nn^ings  occiff. 

2.  DEVELOPMENT  OF  THE  TRAINING  PRODUCT. 

2.1  TIMING  OF  TRAINING  INVOLVEMENT. 

•  No  involvement  of  training  during  product  develi^nnpit 

•  Tmning  occias  close  to  launch 

The  Canon  training  staff  does  not  get  involved  in  developing  training 

a  inoduct  is  ready  fa-  launch.  TMs  is  d^i^pied  to  po^rve  product 
C(Mifidentiality.  Befcm  a  product  is  launched  in  Eun^,  it  fX»M  have 
been  on  the  Japanese  market  icx  up  to  two  years. 

Evmpem  ^alf  iKmnaUy  lecdves  informal  training  from  ragini^rs  who 
would  attend  field  training  in  Japan  up  to  ax  months  b^ixe  a  product  is 
launched  in  their  own  country. 
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•  No  apparent  policy 

•  Ceam^Bila^  Jsipm 

There  appears  to  be  an  effort  to  ensure  synergy  between  user  interfaces 
and  ttser  ddcnifi^tta^m,  altbcmiJb  no  policy  is  apparent  Trainiiig  nmtm- 
als  as  such  do  not  exist  exc^t  ffx  the  odd  locally  produced  handout.  The 
philosophy  is  to  make  the  user  manuals  comprehensive  enough  not  to 
require  any  further  documentation.  Any  philosophy  which  does  exist  on 
^^iier£^  is^%  ec«tiolied  b^XipBi,  with  no  inpm  fixxn  itm  branch 
offkcs. 

2.3  USER  DOCUMENTATION. 

•  Written  by  product  development 

•  No  branch  office  involvement 

•  No  eastMncf  involvement 

User  documentation  is  developed  by  the  development  group  in  Japan 
which  develops  the  products. 

There  is  no  involvement  or  input  from  the  branch  offices,  and  customers 
do  not  get  involved  in  the  development  of  documentation.  The  style  of 
user  documentatimi  is  very  pictorial  in  nature,  and  mammh  fcr  si^ces^ 
uve  pmdtac^  are  based  on  existing  formats  to  oise  the  learning  pnK^s 
f(X  oama)a&  who  are  "trading  up"  equipment 

2.4  TRAPPING  MATERIALS. 

•  No  formal  materials  developed 

•  Train  from  user  manuals 

•  Trailer  Bay  devek^  own  matmals 

Training  materials  do  not  exist  within  the  copy  division  of  Canon.  All 
training  is  based  round  the  operator's  manu^  £Qr  each  product,  and  as 
mck,  ^  can  also  be  considered  as  the  training  manuid. 

2.5  MATERIAL  TRANSLATION. 

•  O^ral  translation  of  documentaticxi 

•  Nooe  performed  in  branches 

There  is  a  c^ttal  fadlity  mtiun  Cmoa  Bmsipc  for  poforming  translation 
of  user  information.  This  is  situated  in  Amsterdam,  and  this  is  also  where 
all  documentation  is  printed.  Each  country  is  sent  a  proof  of  all  material 
for  their  market  for  ccorection  befcxre  jainting.  These  proofs  are  mntmed 
by  roulEet^  for  omecmess,  but  no  input  on  amt^  is  enccMoaged. 
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Translations  and  printing  are  always  carried  out  befcxe  a  ^oduct  is 
launched  in  a  particular  country. 

2.6  WRITING  STANDARDISATION. 

•  No  written  standards  known 

No  standards  are  known  of  which  are  adopted  when  writing  manuals,  but 
as  stated  above,  a  pictorial  approach  is  adopted  in  composing  documenta- 
tion. 

2.7  EXCHANGE  OF  MATERIALS. 

•  No  local  exchange 

As  no  formal  training  materials  exist,  there  is  no  need  for  any  exchange 
of  information.  Informal  exchanges  on  featiu^es  training  do  occur  when 
tn^Boni  m^t  on  an  tnf<»mal  basis,  bat  ^Ook  are  no  wi^ira  cecocds  oi 
diis. 

2.8  COUNTRY  CONSIDERATIONS  IN  PREPARATION  OF 
MATERIALS. 

•  No  country  consideration 

•  Hi^iBe  of  graphics 

•  Text  lixspt  mimimal 

No  individual  country  needs  are  taken  into  consideration  when  preparing 
user  docomentaticm.  Generic  user  iiMm^ilt  me  fHodn^  which  eamm  a 
high  percentage  d  #awings  and  diagrams.  Hm  le^c^  test  aad  Aeie- 
fore  makes  the  trand^oion  task  simpler. 

2.9  CUSTOMER  FEEDBACK  ON  DOCUM^O'ATION. 

•  No  feedback  sheets  in  documentation 

•  Mocmalfj^db^  process 

Canon  manuals  do  not  contain  tear-off  sheets  for  comments,  and  com- 
ments are  passed  verbally  via  the  customer  trainers  or  sales  staff  to 
r^(»ial  DMriceting  and  tfien  to  country  maiketing  ft»  fae^  review. 
TTiose  comments  which  refer  to  actual  errors  in  the  documentation  are 
passed  to  Amsterdam  for  correction  in  future  editions.  Very  few,  if  any, 
comments  are  received  on  actual  document  content  or  style. 

2.10  MEDIA  USED  FOR  TRAINING  MATERIALS. 

•  Operator  manuals  cmly 

•  Occasional  handouts 
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The  only  media  used  for  training  is  the  printed  operator's  manual.  This  is 
sometimes  supplemented  by  photocopied  handouts.  A  monthly  news- 
sheet  is  also  produced  which  contains  some  hints  and  tips  on  operating 
fnttures  ci  eqiiii»»eiit,  and  Ms  is  sometimes  used  as  a  training  md. 

3.  TRAINING  DELIVERY. 

3.1  RELATIONSHIP  BETWEEN  DEVELOPERS  AND  TRAIN- 
ERS. 

•  Tcaiocfsaredevek^ias 

•  No  fcnoalcom^ttevelopmeat  exists 

All  training  staff  develop  their  own  training  techniques  and  programnn^ 
as  Aae  is  ik>  formal  course  development  within  Canon.  In  this  sense,  it 
can  be  said  tl^  the  people  who  (kvelop  the  training  ate  the  (mss  w1k> 
deliver  it 

3J  AVAILABILITY  OF  USER  TRAINING. 

•  Unlimited  user  training  available 

•  Scaieitosi€aiKm,S€Miiefi<xndeala:s 

•  Mofnu^  free  training  only 

User  training  is  available  worldwide  from  Canon  on  all  copy  products. 
This  is  partly  given  by  Canon  staff  but  can  be  given  by  authorised  deal- 
ers. Canon  has  a  policy  of  giving  users  as  much  training  as  they  require, 
free  of  charge,  and  this  also  applies  to  repeat  training  of  customer's 
existing  staff  or  training  of  customCT's  new  staff. 

33  TRAINING  LOCATIONS. 

•  ci»ttomeriate 

•  Can  be  done  in-house 

•  No  dedicated  facilities 

MmstM of       di  tiaining  is  cc^ducted  on  customer  premises  after  an 
festallation  takes  place.  Note  that  Canon  provides  installation  on  all  copy 
products  no  matter  the  size.  Courses  are  also  conducted  on  Canon  pre- 
mises, although  no  dedicated  ttaini^g  i&aSL  RegioBal  ofilbe 
showrooms  are  used  for  such  cou]^<»,  as       oiice  contains  a  complete 
range  of  equipment.  In-house  courses  are  mainly  on  larger  pieces  of 
equipment  or  for  customers  with  a  heavy  workload  who  cannot  afford 

o«m  «x|t#iiieQt  to  be  (Hit    %rvk:e  fa- a  day  10  c(M)d^ 
thor  ^va  piemis^. 
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3.4  BACKGROUND  OF  TRAINERS. 

•  No  dedicated  trainars 

•  Vaiied  backgrounds 

Canon  trainers  are  not  dedicated  instructors  and  have  several  other  tasks, 
being  part  ai  Ihe  maifoeting  group.  They  are  also  ia>^¥6d  i&  equipment 
drancxis&rations  for  potential  customers  and  as  PR  staff  fen*  existing 
customers.  An  atten^t  is  made  to  visit  large  key  accounts  tmce  per 
month. 

The  trainers  usually  come  from  external  sources  and  most  will  have  a 
secretarial  background,  although  this  is  not  a  requirement.  Canon  relies 
more  on  aptitude  than  previous  experience  wilii  ^fice  products. 

3.5  TRAINER  TRAINING. 

•  Gaioic  skills  training 

Trainers  in  Canon  receive  their  ttaining  in  several  ways.  When  a  new 
product  is  launch«l,  all  truidng  sti^  m    ai«a  wiU  be  invited  to  a  prod- 
uct appreciation  seminar.  This  is  not  a  formal  train-the-trainers  course, 
but  is  designed  to  pass  on  enough  information  to  enable  trainers  to  de- 
velop their  own  programmes.  These  sessions  are  run  by  the  product 
traidng  i^aff  fipom  marioeting. 

Any  new  members  of  staff  will  normally  receive  their  product  training 
fiom  ti»  marketing  product  training       and  foost  of  Ms  will  be  on  the 
job  training  at  customer  sites.  In  the  UK,  Canon  has  a  management 
training  centre  where  staff,  such  as  customer  trainers,  receive  generic 
skills  on  such  topics  as  presentation  skills  and  effective  communications. 

For  training  staff,  a  special  two  day  CfHffse  is  run  entitled  "Train  The 
Trainers",  and  this  is  aimed  at  teaching  Imic  training  techniques  and  is 
not  product  orientated. 

3^  INTERNAL  AND  EXTERNAL  TRAINING. 

•  Mfxnial  mixing  takes  pla(% 

•  SkJbs,  cust(»iK»s  and  trainers 

The  mixing  of  customers  and  internal  sales  and  training  staff  on  training 
sess^is  mists  place,  alt^MX^  €giym  an  infosmsd  ba^  Atteniteetiat 
training  sessicms  can  be  a  nnx  of  custcxners,  traiaefs,  mailc^^  and  sales 
staff. 
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3.7  MATERIALS  SHIPPED  WITH  PRODUCTS. 

•  Operator's  manual  only 

The  only  documentation  shipped  with  a  product  is  the  operator's  manual. 
This  is  not  packed  with  the  equipment,  but  is  part  of  the  start-up  kit  given 

can  iSm^ixc  be  cusiuxmsed  to  suit  kical  maiiG^  No  tmmB$  ^dca^ 
are  avuIaUe  as  qptkms  to  users. 

3.8  USER  TRAINING  AS  A  PROFIT  CENTRE. 

•  Pure  cost  centre 

•  Marketing  cost  of  sales 

Customer  product  training  is  not  considered  as  a  profit  centre  within 
Canon.  All  training  activities  are  part  of  marketing  and  are  treated  as  a 
COttof  sales.  Coi^  for  trau^g  moot  analysed  separately  or  mm- 
dmged  to  any  c^her  part  ctf  the  oegaxasaidm. 

4.  MARKETING  OF  TRAINING. 

4.1  TRAINING  AS  A  DISCRETE  BUSB^ESS. 

•  Is  not  a  business 

•  Norevoraeg^ierated 

Training  is  not  considered  as  a  business,  and  no  one  is  encouraged  to 
oHer  lifmi^  lor  sale.  All  training  given  is  ftce  of  charge  no  matter  how 
many  vi^^  are  made  to  a  customer  or  over  how  long  a  period.  As  an 
example,  some  customers  with  five-year-old  equipment  stiU  requei^  and 
receive  free  training  for  new  staff. 

4.2  MARKETING  AND  ADVERTISING. 

•  No  formal  training  programmes 

•  Nodung  to  advertise 

No  training  schedules  are  published,  as  courses  are  not  held  on  a  pre- 
programmed basis.  Each  course  is  OTg^uiised  as  md  whoi  a  cu^CKiKr 
reqaoes  it,  and  usually  courses  are  for  individual  custtxnms  and  not  fot 
^tMips.  No  advortisuig  of  training  is  carried  out 
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43  MARKETING  BUDGET. 

•  No  budget 

As  training  is  not  actively  advertised  or  marketed,  there  is  no  requirement 
for  a  budget.  All  costs  associated  with  training  are  allocated  to  marketing. 

4.4  MARKETING  SUPPORT. 

•  No  marketing  support 

As  no  imikedng  occurs,  no  siq)poit  is  requued. 

4.5  MONITORING  TRAINING  QUALITY. 

•  No  official  feedback 

•  Informal  via  PR  visits 

Tknaet  is  no  mechanism  within  Canon  for  monitoring  the  quality  of 
training,  and  any  feedback  comes  informally  from  PR  visits  made  by 
trainers.  This  lack  of  feedback  is  reflected  in  the  fact  that  trainers  may 
vi»t  one  custcmMr  several  times  to  adiieve  tiie  correct  tevel  training. 


RANK  XEROX  1.  BACKGROUND 

PROFILE 

1.1  BUSINESS  SEGMENT 

•  ^idcXeroxisEiirt^jeimaimisXiamCcHporatioa 

•  Office  products  (copiers/d^dicatx^rs  md  oMce  sysim&) 

•  Turnover  $17.  6  billion 

•  11 1,400  employees  worldwide 

Rank  Xerox  is  the  European  arm  of  Xerox  Corporation.  The  company's 
office  products  lines  include  copiers/duplicators,  electronic  printing, 
electronic  publishing,  workstations,  networks  and  facamilc  machines. 
Worldwide  turnover  is  approxinsaely  $17.6  billion  and  worldwide  staff 
number  1 1 1 ,400.  Xerox  products  are  sold  through  its  direct  sales  force, 
dealers  and  distributors.  Xerox  corporate  headquarters  is  in  Stamford, 
Cmaec&cm,  widi  Rank  X&ox  Ltd.  headquartos  ia  Maitow,  outside  oi 
Lcmdon. 

1.2  TRAINING  PURPOSE 

•  Customer  satisfaction 

•  Customer  self-sufficiency 

•  Revenue 
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Customer  training  in  Rank  Xerox  has  two  major  goals:  customer  satis- 
faction and  customer  self-sufficiency.  To  these  primary  goals  has  been 
added  anmher  objective  d  cm^g  a  aq^icct  Tcmm  sn^um  §mm 
cmtaeata  fiiking  activities. 

U     TRAINING  CO-ORDINATION 

•  European  co-ordination  from  headquarters  in  Markw,  UK 

•  Liaison  with  local  Customer  Education  managers 

•  Liaison  with  US-based  development  community 

European  training  activities  for  all  product  lines  are  co-ordinated  by  a 
small  staff  at  IHQ,  in  Marlow,  UK.  This  staff  includes  a  European 
oMaaer  ttaininig  manago*  whose  jol»  k  k  td  IMm      US  ^mi^a^meM 
groups  and  kiod  Ewc^)eaii  ctHuttry  cu^omei'  tiaimBg  maoagm. 

Those  elements  of  customer  training  which  are  shipped  wi&  the  product 
(e.g.  eli»B^&  oi  custmner  tndning  which  sie  hvcremental  to  Ms^  (sodi 
as  clasatwm  courses)  are  developed  by  each  country  independeittly, 
al^KNi^  sosm  US  materials  are  also  made  available  in  Europe. 

lA     TRAINING  RESPONSIBILITY 

•  Documentation  developed  by  product  teams 

•  C!asax)am  matoriab  developed  by  each  country 

The  product  development  groups  are  assigned  a  team  of  documentation 
and  training  specialists  to  support  the  customer  learning  needs  of  their 
progranoae.  Th^  teams  wock  fm  a  multbati^^  kuas,  aldioagh  &ey 
are  pdaiia%  i«spoosive  tt>  tfie  needs  (tf  the  US  doin^tic 

The  ciaaipeoiii  training  materials  are  developed  for  each  country  inde- 
peodeiily,  at&on^  m  iaiti«thre  is  now  und^n^y  to  co-<»dinate  dwse 
af^vi^  kts^ioiiaUy  to  reduce  reduiulant  eatning  development 

1^     TRAINING  MANAGERS 

•  No  worldwide  customer  training  responsibility 

•  European  co-ordination  from  HQ  in  Marlow,  UK 

•  LocdEini^eanociuntrycustmner  training  managers 

Th^  is  no  one  with  worldwide  responsibility  for  customs  training  in 
my  pfoduct  area. 

There  is  a  European  Customer  Education  Manager  at  IHQ  in  Marlow, 
UK,  who  co-ordinates  activities  among  the  European  operations.  This 
o»]^rises  quarterly  meetings,  frequ^  ^Ixniitloii  filings  and  require- 
Qoetts  cdtet^g  activities  legaiding  futtae  products. 
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Each  European  country  has  appointed  an  individual  with  responsibility 
for  managing  customer  training  activities  at  the  local  level.  This  indi- 
vidual usually  has  set  revenue  and  business  targets  as  well  as  training 
ssBp^pott  tespcmsilnlities. 

2.  DEVELOPMENT  OF  THE  TRAINING  PRODUCT 
2.1     TIMING  OF  TRAINING  INVOLVEMENT 

•  Training  involved  at  product  development  stage 

•  Emiierffivclveaiait  sought 

•  Eur(^)ean  involvement  too  late  to  affect  development 

Although  the  US  training  community  is  involved  prior  to  product  launch, 
there  is  a  widespread  feeling  that  their  involvement  is  not  early  enough  to 
influence  piodiu:t  desi^  feateres  such  as  <»i-^ie  he^  and  usa  utof aces. 

By  the  tin^  the  European  customo'  tfiii^l^  (^nmunity  becomes  in- 
volved, corporatewide  customer  training  development  activities  are 
virtually  completed,  so  there  is  little  choice  except  for  each  local  operat- 
ing company  to  redevelop  any  materials  that  are  not  appropriate  to  their 
needs. 

22  HUMAN  FACTORS  PHILOSOPHY 

•  Documented  standards  far  human  factors  philosophy 

•  Not  integrated  with  otho' custXMi^  training  functicms 

There  are  decimate  and  cooqneheimve  X&ox  appt^dies  to  human 
factors  considerations  in  product  design.  However,  these  are  not  co- 
ordinated with  the  product  documentation  and  li»  customa"  Gaining 
functions  before  they  are  implemented. 

23  USER  DOCUMENTATION 

•  Multinational  documentation  standards  for  vocabulary  and  format 

•  Loo^  supplememaiy  itatiaiah  not  standardised 

•  CttstomarinvolvmKsnt  in  osCTtes^  before  launch 

Sh%|}ed-witfi-product  u^documenta^km  is  developed  by  a  team  of 
diMMgiantation  specialists  who  are  assigned  to  each  product  developm«it 
glOttp.  This  documentation  must  adhere  to  a  set  of  multinational  Stan- 
duds  both  in  vocabulary  and  in  format. 

Additional  documentation  may  be  created  for  each  domestic  operating 
company  by  its  own  customer  training  or  technical  staffs.  These  supple- 
mental materials  may  or  may  not  confanB  to  multinational  stand£uxls. 
Oiitomers  are  almost  always  involved  kt  vser's  tests  for  both  dasmmt&- 
ticm  mi  traiiting  matoials  bef<He  these  are  put  into  distnbuti(»L 
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lA     TRAD«^G  MATERIALS 

•  No  multinational  supplier  of  classroom  materials 

•  Ea^  ceiHi^  creates  own  classroom  matau^ 

•  Exception:  copier/duplicator  training 

•  Materials  are  multinational 

Classroom  and  customer  site  training  matmals  are  created  by  the  local 
Rank  Xerox  customer  training  groups,  with  some  informal  sharing  of  US 
materials  around  the  world.  An  exception  to  this  practice  is  found  in  the 
copiCT/dyi^feaiKa'  teimess  wtoe  iraa^ig  matins  ate  created  for 
intematioiiid  0%,  dtlKKigh  tcneist  primirily  meet  tiie  needs  of  the  US 
market 

Lafner  Eurcqiean  countries  develop  almost  all  of  their  own  cuHseaor 
training  materials  (UK,  France  and  Germany),  whilst  smal^^M^ii^ 
may  use  US  material  if  this  is  made  available  to  them. 

15  MATERIALS  TRANSLATION 

•  Centralised  translation  services  available 

•  Atttomaled  translation  systems  used 

Centralised  translation  services  both  in  the  US  and  the  UK  support  the 
translation  of  user  documentation  and  some  customer  training  matraMs 
in  all  major  European  languages.  Dq)ending  on  the  complexity  of  1^ 
material  and  the  market  requirements,  a  decision  is  made  as  to  how  much 
of  the  documentation  and  training  materials  for  any  one  product  will  be 
trau^^^ei.  TfaeiUiidEXfflnsx  tmi^bitkmsyi^amiis^ 
are  aaiQmaied  and  are  conadaied  statt^-of-Ae-art 

16  WRITING  STANDARDISATION 

•  Corporatewide  design  standards 

•  Multinational  documentation  standards 

The  voc^^iluy,  style,  fosmat,  layout  and  production  of  user  documenta- 
tion are  controlled  by  corporatewide  standards.  Obviously,  these  multi- 
national standards  do  not  apply  to  the  customer  training  materials  which 
are  oeated  independendy  iax  m^  local  opoiuing  company,  although  in 
sevoal  cas^,  a  set  of  local  staiulanis  have  also  beoi  devel(^)ed. 

2.7      EXCHANGE  OF  MATERIALS 

•  No  formal  mechanism  for  sharing  materials 

•  Euiicq>ean  HQ  acts  as  liaison  for  informal  sharing  of  materials 
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In  addition  to  the  user  documentation,  which  is  of  course  available 
multinationally,  some  customer  training  materials  developed  by  Xerox 
for  US  use  are  also  made  available  in  Rank  Xerox. 

Further  informal  communication  among  European  customer  training 
groups  supports  the  exchange  of  materials  within  Rank  Xerox,  especially 
among  cotmtries  wiA  shar^  languages. 

2.8      COUNTRY  CONSIDERATIONS  IN  PREPARATION  OF 
MATERIALS 

•  US  considerations  predominate  for  all  materials 

•  Documentation  obliged  to  be  multinational 

•  Classroom  materials  for  local  use  only 

All  Xerox  user  documentation  and  customer  training  materials  are  cre- 
ated primarily  for  use  in  the  United  States,  which  is  the  largest  single 
WB^BBt  for  the  corp^mSSam.  However,  any  sUpped-with-panduct  ^cii- 
la^aticni  is  also  intended  for  multmati(»al  vst. 

Ou^mer  classroom  training  materials,  because  they  are  created  by  each 
country  independendy,  ccmsida'  only  the  needs  oi  tl^  todividaid  cc»mtry. 

Initiatives  are  underway  to  collect  European  user  requirements  and 
represent  these  to  the  development  ccMamunities  in  Ae  US  early  enough 
to  influence  the  original  design  of  ^customer  materials.  It  is  envisaged 
that  this  would  result  in  higher  customer  satisfaction  ratings  in  Europe 
and  lower  redevelopment  costs  of  customer  training/documentation 
nunmals. 

2S     CUSTOMER  FEEDBACK  ON  DOCUMENTATION 

•  Fee^>ack  sheets  in  manuals 

•  Siq^temented  by  focus  gnmps,  cttsKMEna*  suveys 

Customer  feedback  sheets  within  the  documentation  are  given  a  good 
deal  of  attention  and  follow-up  whm  Aese  are  returned  to  Rank  Xeaa. 
In  addition,  focus  groups,  customer  surveys,  and  site  visits  contribute  to 
further  user  input  to  the  revision  and  redesign  process. 

Ci^lCHner  training  evaluaticms  are  completed  by  students  at  the  comple- 
tion of  the  training  session,  and  usually  again  60-90  days  after  the  train- 
ing. The  product  teams  and  training  groups  have  the  responsibility  for 
reflec^g  custcxner  fee^sadc  in  future  noatoials. 
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2.1a  MEBIA  USED  FOR  TRAINING  MATERIALS 

•  **Papa- and  pencU"staBdaidd^ssnx»i  media 

•  No  C3>  ROM  or  kuetacttve  video 

Customer  training  is  largely  limited  to  "paper  and  pencil"  and  standard 

often  uses  videotape,  but  this  is  less  often  the  case  in  Europe.  CD  ROM 
and  interactive  video  have  not  yet  been  used  by  Rank  Xerox  in  customer 
training,  although  pilot  projects  are  planned. 

3.  TRABONG  DELIVERY 

3.1  Rj^TIONSmP  BETWEEN  DEVELOPS  AND  TRAIN- 
ERS 

•  US  separates  training  developers  and  trainer  roles 

•  Eneope  ttsi^ly  ax&bines  roles 

In  the  US,  the  training  developers  do  not  normally  have  training  respon- 
sibilities beyond  the  train-the-trainer  stage.  Instead,  dedicated  field 
mmmammsdvo  train  US  cust(»iie7S  umg  die  course  macraiids  the 
diwi^pefs  bave  abated. 

In  Europe,  it  is  far  taote  comaxm  to  find  the  ssaas  individuals  wifli  both 
development  and  delivery  responsibilities.  In  fact,  this  practice  is  pre- 
ferred in  Rank  Xerox  and  is  one  of  the  major  distinguishing  characteris- 
tics between  customer  training  in  Xerox  (US)  and  Rank  Xerox  (Europe). 

3J     AVAIUiBILrrY  OF  USl^  TRAINING 

•  Available  throughout  Europe 

•  Nk>i^bii^ed<k»ders  for  iisar  training 

Basic  operator  training  is  tvi^sA^  froni  Rank  XeKm  m  all  products. 
The  availability  eimoa  aSmmed  tl^si^^  particularly  pertaining  to 
technical  subjects  or  more  complex  system  applications,  is  readily 
available  in  die  US,  France  and  the  UK,  with  more  limited  availability  in 
odier  cotm&ies. 

Rank  Xerox  does  not  have  a  network  of  authorised  third-party  trainers  or 
a  very  complete  procedure  for  vetting  and  authorising  the  user  training 
yfMc^i&ii^ikm  off  a  to  cmuim&rs. 
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3S     TRAINING  LOCATIONS 

•  Customer  site 

•  RankXoDx 

Cttslomer  training  is  usually  available  both  at  the  customer  site  and  at 
Rank  Xm»  training  o^tinAtiiil^hom  Europe.  A  loB^ed  variety  of 
self-t^di  packages  am  also  avmili^^ 

3.4      BACKGROUND  OF  TRAINERS 

•  Majority  from  sales,  support 

•  Some  with  education/training  qualifications 

The  majority  of  cusumet  trainm  ccwne  fma  a  Imkgiaxmi  in  Rank 
Xerox  field  sales  or  support.  A  setxmd  somce  doaxs^arngx  tmoaa  is 
education/training  graduates. 

The  training  development  conomunity  in  the  US  consists  of  instructional 
design  or  technical  publications  professicHials,  often  with  additional 
technical  qualifications. 

European  Rank  Xerox  customer  trainers  are  more  likely  to  have  both 
technical  expertise  and  training  qualifications  than  their  US  counterparts. 

3J     TRAINER  TRAINING 

•  Local  responsibility 

•  New  pnxiuct  HTram  The  Trainer"  firan  EiHic^)ean  HQ 

The  training  of  trainers  is  a  local  operating  company  responsibility. 
Usually  customer  trainers  complete  a  formal  "Train  The  Trainer"  course 
in  genoic  platform  ^dlls  prior  to  training  any  custCHiiers. 

For  the  launch  of  a  specific  new  product.  Rank  Xerox  IHQ  may  sponsor  a 
special  "Train  The  Trainer"  session  to  help  cascade  the  training  from  the 
US  <lev^)i«iettt  ccnnmunity  to  the  iBcaLEmupcm  of^rating  cotxputy 
tevel. 

3£     INTERNAL  AND  EXTERNAL  TRAINING 

•  Excess  customer  classroom  capacity  often  used  by  Rank  Xerox  staff 

•  Customers  do  not  attend  internal  courses 

Extra  places  on  customer  training  courses  are  often  made  available  to 
Rank  Xerox  staff  who  require  product  training.  Staff  places  in  these 
customer  courses  may  or  may  not  be  rechargeable  to  the  internal  depart- 
mmt  involved 
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Since  internal  training  courses  address  additional  topics  which  are  not  of 
concem  to  the  customer,  customers  do  not  attend  internal  courses. 

3.7     MATERIALS  SHIPPED  WITH  PRODUCTS 

•  Documentation  shipped  with  product 

•  Ackikkmsd  nmterials  diar^Ue 

A  set  of  documentation  is  shipped  with  each  Rank  Xerox  product.  This 
is  the  set  of  documentation  created  by  the  product  development  team  to 
SHffeftllMt  telle  age  of  ^  podiK^t,  and  may  consist  of  as  little  as  an 
opexnor  mnsBal  or  as  much  as  a  i^exoice  litxaiy  plus  training  guides. 

Additicmal  sets  ol  dii^imaBartloii  ted  some  adhi^^ 

oaMeribls  and  self-4aich  tmemg  mat»ials  may  be  saa^  avaikbk  to  the 

easi^amac  for  a  fee. 

3 J     l^R  TRAINING  AS  A  PROFTT  CENTRE 

•  Customer  training  is  a  profit  centre 

•  May  be  combined  with  other  support  services 

•  Revfsrae  mgets  agreed  locally 

CostooMS' Education  is  a  profit  centre  in  virtually  all  Rank  Xerox  operat- 
ing ccHnpanies.  This  centre  may  have  responsibility  for  training  cust£»n- 
ers  on  all  products,  or  it  may  be  limited  to  Ofi^  the  "systems  products**. 
While  the  larger  Rank  Xerox  operating  companies  have  brought  the 
copier/duplicator  customer  training  business  under  this  umbrella,  some 
wmSmmtmSam  <^arate  a  we^^mm  fi<^  sui^ioft  or^n^ttioa  fc»r  cop^ 
dhiq^brattar  ^loinens. 

Rank  Xerox  Customer  Education  has  revenue  targets  which  are  agreed 
i^laBrtiawtapfiymoo  basis,  and  feese  i^iaw  aggr^ve 

growth  0m  ^  last  three  years. 

However,  overall  Customer  Education  programme  profitability  m  is^ea 
far  more  difficult  to  measure  than  revome  di»  to  the  hiddoD  oi 
iittanal  ovei^ead,  st£^f  and  services. 

4       MARKETING  OF  TRAINING 

44     TRAINING  AS  A  DISCRETE  BUSINESS 

•  Mi^  be  dtsf^^bi^a^  dement 

•  May  be  part  of  overall  suppwt  Ixisiness 

•  May  be  a  subsidiary 
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Customer  training  is  considered  a  discrete  business  in  all  Rank  Xerox 
operating  con^yanies.  It  may  be  combined  with  other  revenue-based 
a»{i$@ct  sovi^  to       a  etxaptekm!^  eostisnar  support  package,  ox  it 
may  be  set  19  kide{>e^Mkntly  as  a  sal^aSMy  business        ia  i&  own 

A2     MARKETING  AND  ADVERTISING 

•  Local  responsibility 

•  Direct  customer  contact  preferred 

•  Scxne  diie(^  mail)  tra^  adv^iising  used 

All  marketing  and  advertising  of  customer  training  is  done  by  the  local 
Maxk  'Xmm  operating  company.        mmS^  laWErih«»«iattacting  the 
Cifi^mixar  directly  to  arrange  training,  hm^mm.  wm&  maA  lsmd&  advertising 
are  also  used.  In  virtually  all  Rank  Xerox  operating  companies,  the 
customer  training  staff  also  has  responsibility  for  the  marketing  of  cus- 
toraermmdaig.  11»  Rank  Xoox  sates  staff  is  seen  ^tiie  most  valuable 
conduit  for  referrals  and  opportunities  for  customer  training,  but  it  is 
perceived  that  it  does  not  often  do  a  complete  job  of  selling  user  training 
services  to  the  client. 

43     MARKETING  BUDGET 

•  Locally  arranged 

Any  special  budget  for  the  marketing  of  customer  training  is  arranged  at 
the  local  level,  with  no  European  HQ  or  corporate  involvement  or  sup- 
port 

4.4     MARKETING  SUPPORT 

•  Usiu%]m)vi(ted  pan-time  by  oist^iior  training  staff 

•  SeccMidary  »ippoit  firesn  fidd  sales 

Rank  Xerox  marketing  support  for  customer  training  is  usiHd|rfi0«iiied 
on  a  part-time  basis  by  the  staff  of  the  Customer  Education  Uraap. 
lead  role  in  providing  marketing  direction  for  this  function  BOisially 
comes  from  the  country  manager  of  Customer  Education. 

Additionally,  the  field  analyst,  sales,  and  technical  communities  may 
provide  marketing  support  for  customer  training  by  aligning  it  with  othra: 
Rank  Xerox  support  service  offerings. 

45     MONITORING  TRAINING  QUALITY 

•  60-90  ^yf(dIow-tq>  activity 
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The  quality  of  Rank  Xerox  customer  training  is  evaluated  at  the  end  of 
each  course  using  standard  criteria.  In  most  cases  this  is  followed  up  60- 
90  days  later  with  either  another  evaluation  or  a  phone  call/site  visit  from 
the  tmnor  to  assess  progress. 

Customer  satisfaction  data  is  fed  back  to  the  customer  training  commu- 
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Appendix:  Customer  Education 
Benchmarking  Project 


Objectives  "nie  mtm&  puipc^  d  die  faqposed  study  is  to  research  industry  best 

practices  in  the  provision  of  customer  educati<»  (docmnentaticm 
training)  to  IT  end  users. 

B  

Scope  The  geographical  focus  of  the  study  will  be  Western  Europe  with  particu- 

lar emphasis  on  the  major  country  markets  of  France,  Germany  and  the 
United  Kingdom. 

The  vendor  focus  of  the  study  will  be  competitive  IT  suppliers  who  share 
the  following  fundamental  characteristics  with  Rank  Xerox: 

•  IMtiaadooal  IT  coipca-aukms  wiik  a  US  j^aeet. 

•  C^tcsn^  educadon  activities  are  managed  of  ccHxdkated  to  scane 
degree  at  an  intmiatkmal  level 

•  Products  are: 

-  targeted  at  support,  professional,  and  managerial  pcqnilaticms  in  an 
of&x  environment,  rather  than  at  programmers. 

-  (XMistantly  evolving,  lequiiing  iqxktes,  upgrades  to  uso:  skills  as 
wdl  as  to  the  prodnct 

-  installed  with  an  expectatitxi  fcnr  a  relatively  short  install  Ufe. 

•  Manufacturer  supplies  lu'oduct  trauing  and  document^on  to  end  usei^. 

•  At  least  some  customer  educatkm  is  oGhxd  m  a  levmie  Imh. 
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•  Manufacturer  is  iavolved  in  at  least  scxne  custooao*  educatic»  masAxt- 
ing  activities. 

The  sta^  focus  is  defined  by  the  following  questions  (compiled  ^  Rank 
Xerox)  concerning  the  <kvek>pment,  delivery  and  marketing  oi  eastsma 
education: 

L  Deveii^mieirt 

•  How  early  in  the  product  design  process  is  the  customer  education 
fiinctkm  m^ged? 

•  Who  makes  human  factors  product  leaming  decisions  regarding  user 
interface,  on-line  help,  and  on-line  tutorials? 

•  Who  makes  »id-user  documentaticMi/training  decisions? 

•  Are  dQciiiiM»itatkm  and  classaxxmi  materials  i»odua4  by  tte  sm» 
devetofSQ^t  ccHnmunity? 

•  Are  there  strategic  and  design  synergies  among  on-board  leaming  (on- 
luie        dtjcmm^ts^&m  (opctatw  leferetKe  guide)  and  classroom 
materials  (wotkstaticm  wsr  seminar)? 

•  Are  customers  involved  in  the  documentation/training  development 
processes?  If  so  how  are  their  requirements  collected?  how  is 
dieir  later  £^back  reflected  in  updates/revisions? 

•  Am  hMSvltail  European  country  training  operations  iavidved  m  the 
development  process?  If  so,  how?  If  not,  how  ast  th^  leqimemmts 
taken  into  account? 

•  AmtmitemisdevelcfpedtcfrBilBmipi^t^^ 

group?  Is  so,  where  is  translation  done?  If  not,  how  do  Hac  individual 
countries  accomplish  this  development? 

2.  Ddivery 

•  Is  a  distinction  made  between  "shipped  with  product"  customer  materi- 
als aad  ciberawiilable  rnid-us^mafioM  such  as  training  classes  or 
advimoedl^o^imal  documentadon? 

•  Is  the  delivery  of  end-user  training  done  by  the  same  group  responsible 
for  tiauiiag  devek^snent? 

•  Aie  internal  and  external  training  seen  as  synergistic?  How  is  this 
reflected  in  training  delivery  (i.e.  mixed  classes  oi  salespeople  and 
CttStOBi^  shared  training  facilities  fc»r  staff  and  custc^ier  tndmng, 
etc.)? 
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•  Is  training  macte  available  to  &id  mers  ^mmglxxit  Ean^?  How  aad 

where? 

•  Is  customer  training  delivery  a  profitable  business? 

•  Is  there  a  dedicated  population  of  customer  trainers?  Is  so,  what  is  their 
background  and  skill  set?  If  not,  who  is  cross-trained  to  perform  this 
functicm  and  wl^  does  the  crosS'tramuig  ccm^  of? 

3.  Marketing 

•  Is  cmstomer  training  seen  by  die  maii^l(^ffer«s|^^^ 
^1^)^  budi^ss  enat^  (m*  as  a  Inisu^ss  in  its  oma  right? 

•  Is  customer  training  actively  marketed  to  aid  users?  How? 

•  Does  the  sales  force  seUcn^CMno'ttiuiKbag  as  parted  the  sale? 

•  Iscustoiiiered]JK:atiimmaiiE^edas|^of  alsag6r"suite"o^ 
If  so,  what  othor  sovtces  are  invcdved? 

•  Does  customer  education  have  its  own  advertising  and  promotional 
pP0^gpicmm7  If  not,howdothey*^i^£ybadc"cMioth«rmaiiEjeting 
activities?    so,  who  manages  &is? 

•  Is  maiketing  support  for  the  function  provided  from  1BQ7  If  so,  in 
wlwtfcrai?    not,  where  does  this  supfK»tc(xiMfiom? 

•  Who  has  responsibility  for  setting  revenue  targets,  tracking  quality,  and 
mei^uring  profitatnli^  at  Ae  ccHuitty  aad  the  IHQ  level? 

C  

Methodology  Upon  commencement  of  the  project  Rank  Xerox  and  INPUT  would  meet 

to  con&iB  die  isojtK^  objective  aod  s^ed^ 

guidelines  for  the  in-depth  interviews  and  agree  the  Ust  <^  targ&  coecfeti- 
tive  vendors  for  the  research  project 

These  targeted  companies  would  be  selected  according  to  Rank  Xerox's 
defined  competitive  profile.  INPUT  anticipates  that  it  would  include 
companies  like  Sun,  Hewlett-Packard  and  ConciurenL 

The  ^ecific  research  objective  would  be  to  develop  up  to  five  detailed 
assessnents  of  con^titive  practice  in  training  IT  end  users. 

The  ni(^od(dogy  that  INPUT  would  adopt  to  obtain  this  information 
would  be  as  follows:  Firstly,  INPUT  would  stress  the  need  for  this 
research  to  be  conducted  by  a  consultant-level  person  in  order  to  ensure 
accurate  assesai^t    iodbasiry  i»a^ke  and  to-depth  probing  of  die 
ian^  b^g  addressed.  INPUT  anttdpal^  diat  sevoid  indfiwdos^  wii^ 
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any  one  target  organisation  might  need  to  be  contacted  in  order  to  ensure 
the  widest  possible  coverage.  Interviews  will  be  primarily  targeted  on  a 
tae&4o  Cue  basiii  wkk  the  WmeMiood  of  using  telephoiw  ismviiews  to 
mf^pimMmi  ^  infiomudoa  gmtoing  ptoccss. 

INPUT  will  utilise  its  wide-ranging  contacts  within  the  industry  to  set  up 
A^rra^B)^  interviews.  Itw^ild.inora'c^Hiuim,  benecessaty  tooffer 
some  level  of  information  sharing  with  respondents  in  order  to  gain 
sufficient  co-operation  to  ensure  that  the  research  results  were  as  com- 
prehensive as  posable. 

In  order  to  co-ordinate  the  research  process  between  Rank  Xerox  and 
INPUT  it  will  be  necessary  to  have  three  formal  milestone  meetings 
tlwsi^  ^  GOQfSe    the  project.  The  purpose  oi  tiiese  n^edngs  will  be 
to  nsure  that  the  research  objectives  are  met  as  fully  as  possible  and  that 
any  changes  in  emphasis  that  arise  as  a  result  of  the  research  process  are 
reflected  in  the  conduct  of  the  research,  and  thus  in  the  fmal  result. 

The  first  of  these  meetings  will  take  place,  as  described  above,  at  the 
outset  of  the  project,  the  second  at  an  intermediate  stage  during  the 
fieldwoilc,  and  a  final  meeting  to  discuss  and  present  die  findings.  It  is 
anticipated  ^IM  there  would  be  more  frequent  contact  by  phone  as  con- 
sidered necessary  by  Rank  Xerox  and  IM*UT  fcxr  the  effective  develop- 
ment of  the  research  project. 

Finally  INPUT  mmld  present  to  Rank  Xerox  a  written  document  con- 
taining a  description  of  each  vendor's  customer  education  practices  in  a 
common  format  to  be  agreed  between  Rank  Xerox  and  INPUT. 

Subsequent  to  this,  INPUT  understands  that  Rank  Xerox  might  wish  to 
pursue  contacts  with  competitive  organisations  in  order  to  share  an 
un^^tam&f  i^  l^ustry  |nttcti(^s  in  more  depdi.  INPUT  wald  act  as 
an  intermediMy  ia  this  process,  but  due  to  the  difficulty  of  making 
realistic  estimates  of  the  time  involved  would  n^d  to  charge  for  t3m  cm  a 
time  and  materials  basis. 

1.  DefivemUtes  and  Schedule 

INPUT  envisages  an  elapsed  period  of  approximately  nine  weeks  from 
proje^  audKxisatifm  dirough  to  die  completicm  oi  the  writt^  mport  and 
presentation  of  the  findings.  This  excludes  the  further  optional  phase  of 
setting  up  meetings  directly  between  Rank  Xerox  and  other  vendors.  It 
mi^  he  possiUe,    coarse,  to  oveili^  siHse  of  ttiis  activity  with  the 
maiapvo^ct 
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2.  I^ofessaonal  Fees 

The  professional  fee  for  this  project  as  specified  is  £12,000  (exc.  VAT), 
mud  excluding  expenses  which  are  estimated  not  to  exceed  15%  of  the 
total  project  cost.  One-half  of  the  fee  would  be  due  and  payable  at  the 
commencement  of  the  project,  the  remainder  on  project  completion. 
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